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Knowledge is Power 


in so far as it is made to effect results. In no other line 
of business activity are results more directly dependent 
upon knowledge than in Newspaper Advertising. The 
farmer's success largely depends upon his recognition of 
the differences in seeds and soils and methods. The 


same sort of knowledge is even more essential to the 
Newspaper Advertiser. As competition in this field 
increases, intelligence becomes more and more necessary. 
For him to ignore this fact is to miss the greatest success, 
or fail altogether. The best obtainable knowledge of the 
American Advertising field is always to be found in the 


American Newspaper Annual 
the 12th edition which is just leaving our presses. No 
effort or expense has been spared to make and maintain 
this work as the standard book of reference on all matters 
pertaining to American Newspapers. This single pur- 
pose furnishes the reason for its existence, and we be- 
lieve, for its success as well. What strict fidelity to this 

single purpose does for the advertiser, is best shown by 

3 what the book includes and excludes. No Newspaper 

Advertiser, large or small, should be without a copy. It 

is to him what the Railroad Guide is to the Traveler 

and Dun’s or Bradstreets’ to the Business Man. 
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PRICE, $5.00 Carriage Paid. 
Send order, or request for descriptive circular to 


N. W. AYER & SON, 
Newspaper Advertising Agents, 
a PHILADELPHIA. f 





New England States, 


Middle States, | 
or Southern States. 





We reach the country people. We reach 
the families. We reach them through the 


1400 Local Papers 
OF THE 
Atlantic Coast Lists, 


which are read by fully one-sixth of the 
country readers of the United States. 











The New England States can be taken as one 

section, the Middle States as another section, and 

the Southern States as a third section, or all can be 
used, at the option of the advertiser. 


HALF A CENT 
A LINE A PATER 


is our rate for transient advertising; as low as a 
quarter of a cent when one thousand lines are 
engaged. We set up the advertisement, and sub- 
mit a proof with estimate for its insertion. 

If electrotypes are used, but one is needed. Cat- 
alogue sent if requested. 





ATLANTIC COAST LISTS, 


134 Leonard St., New York. 
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SIGNS AS ADVERTISEMENTS. 
By Charles F. ‘Benjamin. 


Shop and store signs have two in- 
tents—to keep old customers and win 
new ones. In both these objects they 
conform to one of the basic principles 
of advertising. 

Signs are very ancient; so ancient 
that the beginnings of authentic history 
record their existence without disclos- 
ing their origin. Nor is this strange, 
for buying and selling are almost as 
old as the human race, and one of the 
earliest classifications of society is that 
which divides mankind into venders and 
purchasers. 

Before printers’ ink had made a 
knowledge of letters well nigh universal, 
the ability to read alphabetical charac- 
ters was a rare and technical art. 
Hence, till times quite recent, mer- 
chants’ signs consisted in natural 
objects or in the artificial productions 
of the carver, the moulder or the 
painter. The change to verbal de- 
lineation has been in the direction of 
utility, but art has lost much with the 
disappearance of the figured and colored 
emblems of trade. As for the sign- 
maker’s old-time ingenuity, it has been 
rather converted or diverted to the new 
methods than discontinued, and in its 
survival, under changed conditions, is 
the promise that the sign painter and 
the artist have not parted company for- 
ever. Indeed, the last ten years have 
been graced by many visible proofs of 
a revival of artistic feeling in the mat- 
ter of commercial signs, and in this re- 
birth of art in utility it is not difficult 
to trace the reflex action upon sign- 
boards of the high class illustrations 
now sO common in newspaper adver- 
tisements. Thus and again one is 
tempted to exclaim that as, in the 
Augustan age, all roads led to Rome, 
so in these later days many pleasant 
and profitable paths along which men 
pursue their way converge upon this 
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modern practice of scientific, because 
calculated, advertising. 

A satisfactory proof of the useful- 
ness and therefore value of signs is the 
tender care with which the law pro- 
tects them. Law is a growth, not a 
fabrication; and when one sees the 
law stretching its long and strong arm 
over anything, one knows that the 
thing so guarded has already made its 
place in the social economy. You must 
not appropriate or imitate your com- 
petitor’s signs. To do so is legally 
stigmatized as unfair trading, for his 
signs are a part of the ‘‘ good will” of 
his business, and the public is not to 
be compelled to go about with micro- 
scope or telescope to distinguish his 
place of business from your own. 

If you are in trade you must have 
signs upon your commercial premises. 
To say that those signs should be the 
best that human ingenuity can devise 
for the purposes of your business is 
but to state a truism. Here are a few 
fundamental rules that will be found 
to hold good, however various their 
application to particular cases : 

1. The heart or core of every business 
sign should consist of an inscription of 
words, no matter how elaborate the 
background or other accessories. 

2. The verbal inscription should be 
as pointed and graphic as circum- 
stances will admit, and the baldness of 
statement of a visiting card should be 
avoided. 

3. Display lettering should be used 
for the more important words or 
phrases. 

4. Ornamentation should be so used 
and applied as not to interfere with the 
rapid and sure reading of the words of 
the sign. 

5. The sign, as an entity, should 
have a distinctive character—a per- 
sonality of its own as exclusive as that 
of its proprietor—and this distinctive 
character should not be eccentric, but 
one possessing the qualities of true im- 
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HERE AND THERE. 
‘By Horace Dumars. 


pressiveness and reasonable perma- 
nence. 

6. The essentials of the sign should 
be determined with regard to continuity 
in its use, so that they may survive 
changes of of proprietorship or of firm 
name in the business, or minor alter- 
ations of business or business methods, 
or changes of location. 

7. The sign, as an entire thing, 
should be designed with due respect 
to its visible surroundings, whether 
present, or probable in the not too dis- 
tant future; and this consideration 
should include the capability of the 
sign to be making business for its 
owner during the days and hours of 
temporary cessation from business. 

8. The sign should be capable of 
economical repair or renewal, without 
material change of its character. 

g. If the goods made or sold on the 
sign-marked premises go out largely in 
wrappers or packages, a printed fac- 
simile of the sign should appear as part 
of a label or inscription on wrappers 
and packages, whereby the beneficial 
use of the sign may be greatly ex- 
tended. 

The foregoing rules will not be re- 
garded as too recondite or fanciful 
when the pressure of competition and its 
relief by judicious advertising be taken 
into account, or when it is remembered 
that the difference between unskillful 
or heedless advertising and no adver- 
tising at all makes no substantial dif- 
ference in the result. 

It may not be amiss to note that 
when the owner of a sign is simply a 
tenant of the premises upon which the 
sign appears, the rights and benefits of 
the sign belong wholly to himself, and 
cannot be appropriated or retained by 
the landlord or a new tenant upon 
vacation of the premises. 

Bie 5) i 

THE right of the advertiser to know 
the measure of his purchase in circu- 
lation is as clear as the publisher’s 
right to know his weight in print 
paper. The statutes in every State 
define this right in other commodities, 
and the law lays its hand upon the 
offender who delivers a measure less 
than he has sold.—Address of Major 
W. J]. Richards. 

IY 

THE unadvertised articles that are 
put upon the market are sold mostly 
to the great profit of the dealer and 
the great loss of the customer.— West 
Shore. 


An old-time advertising man _ re- 
marked to me the other day that in his 
opinion PRINTERS’ INK goes too much 
into the details of advertising for the 
good of those who make the profession 
their calling, but I do not see that any 
competent person has been hurt by 
the increased knowledge acquired by 
those who but for its columns might 
still be novices instead of well-informed 
advertisers. The more enlightened 
advertisers become, the better work 
they will do, and consequently the 
more profitable will be their advertis- 
ing. Men pursue advertising for the 
profit there is in it, and once show to 
an advertiser that his space brings 
good returns, and you can count on 
his continuing in the field. It may be 
that it is more difficult for a man to 
poise before the advertisers of to-day 
as one possessed of superior knowledge 
in this line, but that fact does not in- 
jure the cause except for the individual 
who would like to shine more brilliantly 
among the uninformed than he can 
expect to do where advertisers receive 
weekly the experience and opinions of 
many of the leading advertisers. 





I have recently seen letters from 
three Boston houses, written to one 
New York artist with a view to having 
him prepare a series of illustrations for 
advertising cuts, and in two instances 
brief correspondence has been followed 
by instructions to get up a large num- 
ber of different subjects for each ad- 
vertiser. From this it would seem that 
Boston advertisers do not propose to be 
left when it comes to making their ad- 
vertisements attractive by the use of 
illustrations. 





I notice that the most arbitrary men 
do not always get the best treatment 
from publishers and advertising manag- 
ers. They may flatter themselves that 
iron-clad contracts go further than in- 
structions which give a little leeway. 
But it often happens that it is in the 
power of the man who presides over 
the make-up of advertising columns to 
do something nice if he is so disposed, 
and it usually happens that these favors 
go to the advertiser who has gotten 
into his good graces. I do not mean 
by this that advertising contracts 
should be drawn loosely, for my experi- 
ence leads me to believe that nothing 

















should be left to chance save where the 
make-up will admit of better position 
than that called for in the contract. 





Many who have had no experience 
in the newspaper field are heard to ex- 
press the wish that they could run a 
paper for a little while, just to show 
the public how it should be done, and, 
in turn, many newspaper men wish 
that they could have full swing as 
manager of some extensive advertising 
department that they could demonstrate 
to the world how really first-class ad- 
vertising should be done. It’s all very 
easy until attempted, and then it is 
found that not all who get the oppor- 
tunity are glittering examples of suc- 
cess. However, I think the ranks of 
successful advertising managers repre- 
sent more newspaper men, by far, than 
those of any other calling, and until 
some person shall discover a way of 
conducting an institution for instruct- 
ing novices in the art, the printing 
office will continue to be the best school 
for learning the rudiments of attractive 
advertising. 





In looking over several of the New 
York dailies of recent date, I see one 
large real estate advertiser using an old 
cut that has been shown in type-foundry 
specimen books since before the war. 
Just what connection a cast-iron eagle 
with spread wings and a picture of the 
National Capitol has with Jersey real 
estate I have not been able to figure 
out. This particular advertisement 
happened to be alongside of one that 
has a modern cut at its head, and it 
was owing to its association that it was 
at all noticeable. 

— 

THESE two things, flexibility of rates 
and uncertainty of circulation, have 
made the demand which the much-ma- 
linged advertising agent has come to 
fill, We have given him sphere. He 
is a necessity, and, as [ have often said, 
is the greatest of all producers of ad- 
vertisers ; but, good or bad, he is the 
creature of our slipshod methods. We 
have made him and ought not too much 
denounce our own offspring ; moreover, 
he is no worse nor better than other 
men. Only the individual, not the class, 
is anywhere dishonest, and the average 
integrity among advertising agents is 
as high, as I think you will admit his 
Sagacity is equal to, like standards in 
our own profession.—A ddress by Major 
W. J. Richards, 
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“KEY YOUR ADS.” 
‘By James T. ‘Brown. 

There are but few concerns doing 
business through advertising that em- 
ploy a system of ‘‘ keying their ads.,” 
and the very few who do, find it is 
an essential and an unerring method 
through which can be ascertained what 
papers to stay out of and what mediums 
to continue to employ. 

It may be that there are many ways 
of doing this and, too, that many 
large advertisers do so in their own 
way and say nothing of it; but very 
few can be recorded who employ street 
numbers in their address as their key. 
Among the largest trade journal adver- 
vertisers, The Egan Co., of Cincin- 
nati, Ohio, and W. F. & Jno. Barnes 
Co., of Rockford, Ill., are almost alone 
in varying the street numbers they ad- 
vertise so as to ascertain the number of 
inquiries each paper brings them. It 
is hardly necessary to say that these 
concerns are successful, and notably 
so; they advertise heavily and get their 
business entirely in this way. 

In view of the extraordinary amount 
of advertising done nowadays there 
should be every effort made to ascertain 
the value of the medium carrying your 
**ad.,” and by using the ‘‘ key ” one is 
enabled to judge very carefully of what 
worth the ‘‘ad.” is to you. Give the 
pape- a chance to show what it can do, 
say three to six months, and then watch 
the return. Look up the sales and 
form your decision. If inquiries come in 
and no sales you can then rest assured 
that the paper does not reach the class 
of readers you want, and you therefore 
don’t renew. ‘Those papers which bring 
you business are necessary, and it is 
only a matter of space inthem., Ad- 
vertising at best is a lottery, and money 
has to be spent to find out whether you 
get a prize or not. There are lots of 
mediums, but wary and experienced 
advertising managers use shrewdness 
in selection and are not often deceived. 
But how much better conld they back 
up their judgment if they knew just 
what the paper was doing for them at 
any period during the life of the con- 
tract. 

Publishers seem to be solicitous for 
the advertiser to find out circulation ; 
but in many cases they don’t tell the 
character of circulation—it is so much, 
and positively certified and guaranteed. 
We know the magazine, from its liter- 
ary and scientific attainments, reaches 
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largely the people inclined to social, 
literary, scientific and political matters, 
and that class papers reach a certain 
class of readers, the larger the circu- 
lation the greater amount of possi- 
ble customers ; and, if the key is used, 
how easy to note what each is do- 
ing. 

Give each paper its designated street 
number, and, as your mail is opened, 
watch the address and credit the paper 
accordingly. This is a simple plan, 
for most people will on addressing you 
for the first time use the street number. 
Then, again, the scheme cannot fail to 
make you a stronger adherent of ad- 
vertising, as it is the most effective 


way of attaining the greatest success | 


in the shortest time possible. 


+--+ 
DIGNITY IN ADVERTISING. 
By Clifton S. Wady. 


Dignity is said to be a quality suited 
It is grace, im- 


to inspire respect. 
pressiveness. 

Personally, I think there is too little 
dignity in the writings of the present 
day in general ; but it is of that occur- 
ring in the word-construction of adver- 
tisements I would speak of here. It is 
easily evident that a writer can ill afford 
toomit from his work a quality which 
inspires respect; and, furthermore, 
‘‘ grace” and ‘‘impressiveness” are 
elements of necessity in a first-class ad- 
vertisement. It may be said that the 
main function of the advertisement is 
to convince ; and a man well impressed 
is half convinced. 

It must be admitted that the happy 
medium, ‘* the golden mean ‘twixt two 
extremes,” is a somewhat difficuit point 
to locate and attain, but thought and 
observation, joined with the proper 
literary ability, will allow us to approx- 
imate it. 

Introduction of the ‘‘ familiar” style 
is desirable to the extent of preserving 
the matter from stiffness and conven- 
tionality, but it is never offensive in 
such allopathic doses ; on the contrary, 
it becomes the quality which renders 
matter ‘‘catchy” and ‘‘ readable” in 
the public eye. 

It is just at this point failure often 
begins. Arguing that the average 
reader delights in the element of ‘‘ per- 
sonality,” the writer referred to gets 
out his matter in a slap-you-on-the- 
back, how-are-y’r style which is consid- 
ered ‘‘ hearty” and ‘‘ cordial” and em- 
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inently calculated to warm the reader's 
heart and draw out the ever reluctant 
dollar. 

But will it? 

I clip (from the Wheelmen’s Gazette) 
an advertisement which would seem in 
all propriety to fall under the class of 
writing criticised above, as follows: 


MR. BICYCLE AGENT, 
WE WANT YOUR SCALP! 


And to get it we have special induce- 
ments to offer you. Send for our Job Lot 
list with discounts to the trade and see if 
we don't capture you. Many dealers and 
agents are already buying from us, but we 
want all the rest. Correspondence so- 
licited. A. W. GUMP & CO., 

Dayton, Ohio. 








Now, I am not rash enough to assert 
that this advertisement does not pay— 
no doubt it does; still I hold it to be 
open to the objections named, and fur- 
ther, that a change to correct style (as 
outlined) would increase the returns 
from its insertion. 

The value of public print was long 
ago acknowledged—that is, the fact 
that it was of some value; it is the 
highest degree of value we are striving 
for, with the minimum of expenditure. 
In such efforts s¢y/e—language—should 
receive more attention at the hands of 
writers than it appears to have. 

While I decry extremes in advertis- 
ing, I confess to never having experi- 
mented in this line with a view to 
learning if my stand is well taken in 
point of fact. 1 recognize that theories 
of advertising are not always borne out 
by facts, and the public not infre- 
quently *‘ take” to some odd methods 
and language in this field. Hence, if 
a reader of these lines has an experi- 
ence to controvert my views, it would 
interest more than the writer to have 
that experience placed on record in 
these pages. 

 —— 

THE fact is that all the advertising 
agents and experts in the United 
States put together cannot boom a 
really unworthy article even to the 
point of making it pay for the adver- 
tising done.— West Shore. 
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Correspondence. 


THE CASE OF en PROSPECT, OHIO 
ADVANCE.” 


Tue Sun, Daily and Weekly, | 
Witiiamsport, Pa., Sept. 7, 1891. § 
Editor of Printers’ Inx: 

I have read with much interest the dispute 
and correspondence in the Prospect (O.) Ad- 
vance case. In the absence of any more defi- 
nite information, the fact that the paper printed 
44 quires of an 8-page sheet in separate sheets 
ot 4 pages, is evidence, it occurs to me, that 
the circulation on that basis must have been 
s28. It is a significant fact that nowhere in 
the correspondence does the publisher state in 
copies his circulation, This may be due to 
carelessness or neglect to keep a definite re- 
cord ; but at any rate there seems to be no ex- 
cuse for a publisher not to know himself, posit- 
ive ly, without relying on employees, just what 
his circulation is. These remarks are not di- 
rected toward Mr, Pettit particularly, but are 
made to show the carelessness that exists on 
this point in some newspaper offices. A dis- 
honest publisher need keep no record; but an 
honest publisher loses much by not keeping 
one, whether | he have 1,000 or 10,000 circula- 
tion, * * 

Very truly, 
J 


W. Sweecy, Mgr. 


R. L. Watkins, 
Newspaper Advertising Bureau, > 


Prospect, Ohio, Sept. 6, 1891. } 
Messrs. Geo. P. Rows. & Co, New York 
City : 
GentLemen—I have just carefully read 


pages 198 to 201 of Sept. 2d Prinrers’ Ink, 

and beg to say that this is the first I have had 

the full particulars of the Advance-Roads 

circulation controversy, although knowing that 
Mr. Roads had reported the inaccuracy of the 
idvance report to your Directory. 

Mr. Pettit's communications are quite amus- 
ing, | assure you, to one who is on the ground, 
and his manner of substantiating the report 
given you Oct. 24, 1890, seems to lack just 
the proof you have called for. The Advance 
now has, as formerly, two sheets, four pages 
each, and I think Mr. Pettit must be counting 
each sheet as one paper 

Yours very truly, 
R. L. Watkins. 


D. CLeve ann & Co., ) 
Cotton Factors, 
Houston, Tex., Sept. 5, 1891. { 


P. Rowe rt & Co., New York. 


Just as a matter of information, would like 
to know how old W. P. Roads’ /ather was 
when he entered the matrimonial state? W. 
M. Pettit’s affidavit states: ‘ Furthermore, 
that said W. P. Roads is a minor, and irre- 
sponsible, as is also his father.” 

Was under the impression we Southerners 
were much more precocious in these matters 
than you “ Northern folk,” but it seems | was 
mistaken —or—or— But please investigate 


Won. 


Messrs. Gro. 


this matter—it is very ee 
A. Byers, 
Adv. nae. W. D. C. & Co, 
It now looks as though Mr. Roads 
ought to have his hundred dollars— 
before he or his father gets too old to 
enjoy it.—{Z£d. Printers’ INK. 


TE 
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A NOVEL SUGGESTION. 
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Orrice or Tue Gazertre, 
Daily and Drarerg: 
Sept. 2, 1891. 

Messrs. Geo. P. Rowell & y 0.2 

We have your card asking for a “‘ complete 
schedule" of our advertising rates. That's 
what we haven't got. e have been going to 
get up one for the last five years, but time 1s at 
a premium in a country daily office, and we 
have never accomplished the matter. I wish 
you would have a competent person compile a 
fair table of advertising rates for daily and 
weekly papers, giving rates in figures for one 
inch to one column—one day to one year—also 
top column next to reading matter, and next to 
reading matter, such a per cent additional, for 
papers from 250 circulation up, each 250—the 
figures to be changed for each 250—and sell 
such cards to publishers at say $5 each. 
would want a daily one for a paper of 1,500 
circulation and a weekly one for a paper of 
2,500 circulation. You might send out a circu- 
lar and see how many editors would go into it. 
If it cost you $1,000 to get up the cards and 
you got 200 subscribers it would pay expenses ; 
and I should think, if properly gotten up and 
well advertised, several thousand might be 
sold. Besides, I believe the rate would soon 
be adopted all over the country. I give you 
the suggestion for what it is worth. hat say 
you? I enclose our rates, but not very “ com- 
plete.” Yours, etc., 


, Proprietor. 


- 
THIS CRANK SHOULD BE LOCKED UP. 





OFrricE OF / 
American Lock-Cranx Co., 
MILWAUKEE, Wis., Sept. 4, 1891. ‘ 
Editor of Priwrers’ Ink: 

As we are of that delectable class called 
“Novelty Men,” so aptly characterized in the 
last number of your excellent little journal by 
Mr. Stanley Day, we trust that we may be 
pardoned the degree of ignorance in printing 
matters that would excuse and justify the fol- 
lowing quer 

On the ‘editorial page 208, in closing your 
statement of the recent circulation of Print- 
ers’ Ink you say “ The issue for ¢Azs week is 
36,750... Now, the idea of sticking in cold 
type, that must be set up before a single copy 
is printed, stating in exact figures, and as a 
fact, the number of copies of an issue yet to 
follow, seems to us somewhat ona par with the 
enterprising and hustling domestic who stated 
that she had all the beds made in the morning 
before there was anybody up. 

Have we hit upon a little incongruity, or is 
it proper ? 

A line or so in Printers’ Ink by way of ex- 
planation would be appreciated. 

American Lock-Crank Co., 
Per T. L. Paine, Manager. 

The pressman always has to be told 
in advance how many copies he is to 
print, and the man who is competent 
to tell the pressman may also tell the 
public. —-{z a. PRINTERS INK. 


HE “WORKED” THE PRESIDENT. 

From the Boston Weekly Journalist. 
The taking of Dr. Henry J. Helmbold to a 
madhouse recalls to mind, says the New York 
World, one of the most successful of the great 
advertiser's methods of attracting attention to 
himself. It was the evening before the second 
inauguration of General Grant as President 








et eae 


se hai Bn a 


PF Rate I 








: 
4 
hr 





264 PRINTERS’ INK. 


that Dr. Helmbold arrived in Washington 
from New York, bringing with him his team 
of six blooded bay horses, which, in gold- 
mounted harness, were attached to the most 
expensive victoria of that day. He announced 
at once the purpose of his visit, and, driving 
to the White House, tendered the use of the 
equipage to the President in his trip to the 
Capitol the next day. The offer was, of course, 
politely declined, as Dr. Helmbold had ex- 
ted it would be; but the fact that the offer 
been made was telegraphed far and wide, 
and that was all the doctor desired. It was 
the greatest advertisement of his life, and had 
been secured at a comparatively small cost. 
The next day he added to the record already 
made, He appeared himself in the procession 
to the Capitol, fiashly dressed and drivi ‘ing the 
now famous team, of which everybody in town 
had heard, and was probably, next after the 
President, the most observed individual on the 
avenue. ‘He was delighted with the success 
of his scheme. 





SPECIAL NOTICES. 
Advertisements under this head, two lines or 
more, without display, We. a line. 

— 


Bmore PAYS. 

GPOKANE SPOKESMAM. 

A“="" LISTS ARE strong. 
Fossa CATALOG COVERS. 

) eames A TRADE CATCHER. 
L?** INKS are the best. New York. 


OPULAR EDUCATOR, Boston, for 
Teachers. 

GENTS’ HERALD, Phila., Pa. 15th year. 
80,000 monthly. 

HE GRAPHIC, Chie: 0, “the great West- 
ern illustrated weekly 

HE GRAPHIC, Cadaano~Iont value at 
least cost to advertisers. 


RIGHT, clean and reliable is the SAN 
FRANCISCO BULLET! LLETIN. 


EW HAVEN NEWS—Only independent 
newspaper in Connecticut. 


A® ENTS’ names $1 to om per 1,000. 
AGENTS’ HERALD, Phila., Pa. 


OUISVILLE COMMERCIAL Re’ 8s better 
than any other Louisville Dail 


COMPLETE Family powepaper. SAN 
FRANCISCO CALL. Estab. | 


CAN FRANCISCO WEEKLY CALL and 

s BULLETIN cover the Pacific Coast. 
ARGEST eveni circulation in C ‘waned 
nia—SAN FRANCISCO BULLETIN 

) emeortts intelligent people reached 
by the SAN FRANCISCO BULLETIN. 
OST “Wants,” most circulation, most 
adv’s. SAN FRANCISCO CALL leads. 


HS. grade, pure tone, honest circulation. 
None better. SAN FRANCISCO CALL. 


56. TE Dine N re Rtisce OT TALL. 


DVERTISING rates 15c. per inch per day. 
Cire’n 6,500. Enterprise, Brockton, Mass. 


Hes ORDER Mechanical Bogreving- 
J, E. Rhodes, 7 New Chambers St., N 


HE ADVERTISER’S GUIDE mailed on 
posnst = of stamp. STANLEY DAY, New 
Market, 


rEnes ps. INVENTORS ; 40-page book 
EE. W. - FITZGERALD, 800 F St., 
Weahingtca, D 


7)MBOSSING OUR SPECIALTY. Come in 
and talk it over. GRIFFITH, AXTELL 
& CADY CO., Holyoke, Mass. 


HY do ey R. Dunlap & BOomeny ad- 
vertise in THE NEWS SERIES? Ask 
them. General office, Utici Utica, x Y. 


IRECTORY PU TBLISHERS, please send 

circulars and price list of your directo- 
ries to U. 8. ADDRESS CO., L. Box 1407, Brad- 
ford, McKean Co., Pa. 


EXAS FARMER, Dallas. Larger circula- 

tion than any other Texas paper, and 
among the best = Proved circulation, 
over thirty thousand. 


CSS Samples and Papers Distrib- 

Linn, Delaware and adjoining 
counties. Charges reasonable. M. J. MANN, 
Central City, Linn County, lowa. 


EDICAL BRIEF (St. Louis) has the largest 
i circulation of any medical journal in 
the world. Absolute proof of an excess of 
thirty thousand copies each issue. 


APER DEALERS.—M. Plummer & Co., 
161 William St., N. Y., sell every kind of 
paper used oy »rintersand publishers, at low- 
est prices. Full line quality of Printers’ InK. 


HE SCHOOL JOURNAL, Weekly (circula- 

tion 18,000), and TEACHERS’ INSTITUTE, 
Monthly (circulation 47,000), reach a large 
proportion of 300,000 teachers and school 
officers. Circulation proved. New York. 


rr CATTOLICA Stormale pomeico 
jioso a, c Sabato ABBONA 
MENTO eR UN 0, $2.00 All’estero, 
= “a le spese postall Rev. C. A. MANor- 
Uditore Proprietario. 171 Conti Street, 

New Orleans, La. 


TS ones MEDIUM for the South and 
LFORD’S MAGAZINE, month 

ly, New York is among the 161 newspapers 
» which the new edition of the American 
Newspaper Directory for 1891 accords a regu 
= circu ation of more than 50,000 copies each 


INING AND MANUFACTURING SOUTH, 
i a semi-monthly journal devoted to 
Southern mining, manufacturing, railroad, 
lumber and real estate investments and 
developments. my tion, Sng r an- 
num. No. 7 Kimball House, all St., At- 
lanta, Georgia. 


ENVER, Colorado.—Geo. P, Rowell & Co. 

of New York in their new BOOK FOR 
ADVERTISERS name the best, most widel 
circulated, most influential papers at eac 
important. center of population or trade 
Gevamnent the whole country. For Denver 

a accorded this distinction is the 
DEN R REPUBLICAN. 


ONEY ?—There are a greater number of 
a insurance, banking and other monied 
institutions to the square inch in the city of 
Hartford than in any other city in the world. 
Financial advertising is a conspicuous feat- 
pa Le in the columns of the TIMES, the undis- 
uu leading newspaper of Connecticut. 
a copy tells; rates also. 


HE AGE-HERALD, Birmingham, Ala., the 

only morning paper printed in the min- 
eral region of Alabama. Average daily cir- 
culation, 7,500; a Sunday circulation, 
10,000; average ly circulation, 25,000. 
Population of amen gO Comms, in which 
ape is lecated, 1 r advertis- 
rates address THE AGE-HERALD COM: 
PANY, Birmingham, Alabama. 
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A careful reading of the next five pages will put dollars in the 
pocket of every live advertiser. 


_ FACTS, 


NOT 


FICTION. 


Remember, the Farmers in ’92 will have 








more money to spend for the necessities 
and even luxuries of life than at 





any time in the last 20 years. 





The P. F. takes six pages in this issue of 
PRINTERS INK to show those advertisers who 
are not with us that they have overlooked one of 
the best mediums in America for results. 





* * 
1 inch 52 times costs only...... $136.50 
2 inches 52 times costs only...... $273.00 
3 inches 52 times costs only...... $409.50 
4 inches 52 times costs only...... $546.00 
ca + — —+ 


With every 52-time contract we will give a written guarantee to prove BY POST. 
OFFICE RECEIPTS that the advertisement will appear in 1,500,000 papers ; we expect 
to print 2,500,000, but cheerfully guarantee 1,500,000. Kindly figure this up, and in 
what first-class publication, BAR NONE, can you secure such a guaranteed circulation. 
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What 


OFFICE OF ? 
SYRACUSE CHILLED PLO 
Syracuss, N. Y., ty 13. "91. § 
to the results of our ad. in the 
 e.. ical Farmer,” would say that, as far as 
we are able to judge, price considered, we 
had but one paper on our "91 list that paid 
better. Very respectfully yours, 
Syracuse CHILLED PLOw Co. 


OFFICE OF 
THe HARTMAN MANUFACTURING CoO., -; 
BEAVER FALLS, Pa., Aug. 12, 91.5 
We have kept an accurate account of the 
direct results obtained from the numerous 
advertisements we have been running this 


we are glad to that we count the Pract 
Farmer among “banner” publications. 
Not only were there a large number of in- 
quiries received from our ad. placed in your 
paper, but an unusual proportion of these 
proved to be people who followed with 
orders. We are after “ practical” results, 
and our past experience shall assure us that 
the Practical Farmer brings them. 
Yours very truly, 


HARTMAN Mra. Co. 





OFFICE OF Constas & Co., 
WASHINGTON, N. J., Aug. 12, ’91. ; 
We are agreeably a ey at the returns 
we are continually rece Many | from the Prac- 
tical Farmer. We consider it one of our best 
Very cordially, 
CornisH & Co. 


Orrice oF R. G. CHase & Co., 
PHILADELPHIA, Pa., Aug. i2, "91. 
The results from our small advertisement 
the P. F. exceeded our expectations. 
Yours truly, R. G. Cnase & Co. 


OrFice oF C. I. Hoop & Co., 
LOWELL, Mass., Aug. 10, "91. i 
We will say that we were so favorably im- 
ressed with the value of the “Practical 
armer” for advertising that we recently 
renewed our contract for another year. 
Very truly yours, 
C. I. Hoop & Co. 


OFFICE OF THE SPANGLER Mro. C } 
York, Pa., August LI, 1891. 

We are pleased to state that the results from 
advertising in your paper have been very 
satisfactory, ry having had as many, if not more, 
inquiries from ies who state they saw 

Practica! Farmer than any 
other paper we advertised in this year. 
Yours truly, 
THE SPANGLER Mre. Co. 


Orrice oF H. A. ELis & Co., 
Cuicaeo, IIL, August 7, "91. 

The Practica, Farmer paid us as well, price 
considered, as + 4 other paper, and very 
much better than the most of 

Most res’p., 
H. A. Exits & Co. 


25 of The Best Advertis- 


OFFICE OF PILSBURY A. WEBSTER, ) 
Cazenovia, N. Y., Avg. 7, "91. § 
The Farmer I find to be an excel‘ent medi 
um for advertisers. The result from my 
$ 1 ad, was astonishing in the amount Hy 
inquiries and orders it brought. I heartily 
commend it to all. 
Truly, 
P. A. WEBSTER. 


OrFice oF Wu Parry, ) 

Parry, N. J., Aug. 7, 91. § 
We consider the “ Practical Farmer” one 
of the best of mediums, and receive better 
results than from many higher priced publi- 


cations. 
Respectfully, 
Wm. Parry. 


OFFICE OF THE HonpuRASCo., ? 

Curcaao, LIL, Aug. 3, "91. § 
The results of our advertisement in the 
—_ tical ey’ are very satisfactory /o us, 
as 3s from | other advertising 

Gace that po have use: 
Repectfully yours, 
E. W. Perry, Pres’t. 


Orrice oF 8. L. ALLEN &Co., } 

PHILADELPAL, Pa., Aug. 3. § 
We are persistent advertisers in the Prac- 
tical Farmer, and we think that is good evi- 
dence that we consider it a paying medium. 
We are well acquainted with many of your 
—- ar correspondents, and we know them 

be the best in their line in the country. 
Yours very truly, 
8. L. ALLEN & Co. 


OFFicE OF Hoover & Prout, ?} 

Avery, Ohio, Aug. 3, '91. § 
The following is the order in which the 
different States are represented in our list as 
by for the past three mee, or since we 
ay a N. Y., Pa., Ia., Del., 
Ind, Mich., Fla., N. J., Ind Tore Ore., Neb., 
Wash., So. ‘Dak.: a *Kans., N.'C. and Mo. 
This, considering the fact that not one haif 
name the paper in which our ad. is seen, is 
certainly a yy showing for one pornos 
tion. Twenty-five States in one season. Noth- 


b= short > y ¢ carte will suit us next year 


rom t. 
Admiringly yours, 
Hoover & Prout. 


OrFice OF YORK CHEMICAL WORKS, ) 
C. H. Dempwo ur & Co. 

York, Pa., Aug. 3, 1991. § 
We are entirely satisfied with the results 
obtained through the ad. in the Practical 
Farmer. Keeping an accurate account of the 
inquiries and orders received through the 
agency of the periodicals which we use in 
vertising our poultry supplies and fertiliz- 
ers, we are in a ition ag state that for the 
money ¢: » P. F. stands at 
the head the list. Me shall ‘continue to ad- 

vertise with you. 


Yours very truly, 
C. H. Dempwo.r & Co. 


Remember, these reports are from last season’s advertisers. Our sub- 





scription list has since doubled, and still we have not advanced our rates. 




















ers have to say 


OFFice oF L. C. LowpEn, 
INDIANAPOLIS, Ind., Aug. 4, "91. 5 
My advertisement of fence machines in 
= paper has brought me many letters of 
nquiry, and has been the means of placing 
my machine in different localities through- 
out the United States. I consider your Paper 
one of i best paying mediums in the U 
to reach the agr cultural classes, with tt. 
I deal; and as it brings inquiries from all 
parts of the country, it must have a national 
circulation. 
Respectfully yours, 
L. C, LOWDEN. 


OFFICE OF THE EUREKA CARRIAGE Co., / 
Rock Fa xs, [ll., August 3, "91. § 


We are very much pleased with the adver- 
tising you have done for us this year. It has 
en p uctive of a great many inquiries 
leading to sales, and we shall continue to ad- 
vertise with you in the future. 
Yours resp’t, 
THe Eureka Co. 


OFFICE OF 
Witeer H. Murray Mre. Co., 

CINCINNATI, Ohio. 5 
We take pleasure in informing you that the 
Practical Farmer has been a good advertising 
medium for us. We have used it now for 
about two years with good results. We con- 
sider it one of the best papers we have on our 

list. 
Yours respectfully, 
Witeer H. Murray Mrse. Co. 


OrFice oF Gro. Erte. & Co.,) 
Quincy, Ill., Aug. 3, "91. § 
We are pleased to state that we have re 
ceived better results from our advertisement 
the “ Victor” Hay Press in the “ Practical 
urmer" than many higher- mediums, 
and as long as you keep the paper up to its 
present high standard C ees we shall 
continue to advertise 
Wishing you poe Ad ‘success, we are 
Very truly yours, 


Gro, ErtTer & Co. 


Orrice or E. W. Rep, 
BripGeportT, Ohio, August 10, "91. § 

It is a pleasure for us toinform you that the 
business done with you the past season was 
very satisfactory, much more so than we had 
expected, owl to the fact that we had 
never used the F., and it was an experi- 


ment. For 1 hag tel you that r | was second 
on our large papers and magazines 
“that were Wivaces le,” reveals to <_ the 


value we must place on the P. the 
future. We use every method at aiiabie to 
trace our business at the end of each season, 
and to say that we were astonished puts it 
pa A for we were not anticipating such 
results from a publication that we had not 
used in former years. e trust that our 
future Lp eee will be as “tavorable as the 


past, and that push and pluck will make you 
rogressive. 
Yours truly, 
E. W. Rep. 


Remember, these reports are from last season’s advertisers. 
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OrFice oF H. F. BATCHELLER & Son, ’ 
Rock Fats, Ill., August 3, "91. § 
We are highly pleased with the returns 
from our churn advertisement in your paper. 
e keep a record of all letters received, aad 
all sales made, from pers advertising our 
churns ; our books show more sales from your 
paper than any other in which we advertise. 
Yours, 


about 


H. F. BaTtcHEeELLer & Son. 
OFFICE OF KxYstox Mrs. C 
STERLING, Ill., Aug. ° "91.5 


We are very much pleased with the results 
from our advertisement in the Practical 
Farmer thus far, and expect to continue. 

ry truly yours, 


Tae Keystone Mre. Co. 


OFrFice OF F. TRIFET. 

Boston, Mass., ‘Aug. 17, "91. ; 
Last fal! we placed an advertisement in 80 
peeseemens, It measured 112 lines, and was 
pony alike in = Ty, - the initials 
in our name which 1 different, taus 
enabling us to crass. the source of every 
order recetved, Taking into account the cost 
of inserting this advertisement in the various 
mediums, we find that those received in reply 

to advertisement in the “ Practical Farmer” 
cost us 2! 410 cents each, which places the 

Farmer seventh in rank from the top. 
Yours resp’t, F. Trirer. 


Orrice or I. 8. Jounson & Co.. } 

Boston, Mass., Aug. 3, "91. § 
It is almost impossible for us to tell what 
papers do us good, or how much good any 
particular one has done, for the reason we 
are in 80 rw 4 ey - it is utterly impossible 
to keep a reco’ them. But we can see no 
reason why the Practical Farmer, under its 
present able management and “ push,” 
Phould not be a val ium for any 

one. Yours very truly . 
I. 8. Jomnson & Co, 


OrFice OF Hoss’s Mepictne Co., } 
SHIcaGo, TIL, Aug. 22, 1891. § 
It » highly gratifying to us to be able to 
Farm in glowing terms of the Practical 
armer as an advertising medium par excel 
ence, and one deserving the attention of all 
ae a advertisers. 
Very truly yours, 
Hose’s Mepicine Co. 


OFFICE OF THE 
Parsons Low-Down Wacon Company, 
EARLVILLE, N. Y., Aug. 22, 1891.‘ 

Our adv. in your paper is perfectly satisfac 
tory to us. 

After only two insertions it brought us 
several orders, and a large quantity of in 
ee promise to yield other orders 


oy Low-Down Waaow Co. 
D. R 





Orrice oF Jas. MILNE & Sox, ? 
Scotcu Grove, lowa, August 14, "9!. \ 


The returns from advertising in the “ Prac 
tical Farmer” were eminenti 
Wishing you success, we remain 

Yours respectfully, 


James Miune & Son. 


satisfactory. 





Our sub- 





scription list has since doubled, and still we have not advanced our rates. 
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What 25 more of America’s 


Orrice or D. B. Garvin & Son, ’ 
WHEELING, W. Va., August 14, "91. § 
We must say our card in your paper was a 
good one for us, as it stood second with us as 
an advertising medium. 
D, B. Garvin & Son. 


OFFI 
Tue Buck THORN. ‘Pesce Co. 
TRENTON, N. J., Aug. 15, "91. S 


A great many of the enquiries aonuitins 
from our advertisement last - og Ly de no 
reference to any paper whatever 4 so far 
as we can judge, the returns ar 

tical Farmer were fully equal to A. “of any 
other publication we used, 

Respectfully yours, 
THe BUcK-THORN FENcE Co. 


OFFICE aA Paastx Nursery Co. 
OOMINGTON, II1., Aus. 13, °91. ; 
We do not rete of any paper in our list 
that has yielded us better returns than the 
“ Practical Farmer.” 
Yours truly, 
PHaenrx NURSERY Co. 


OFFICE OF ) 
THe FARMERS’ FRIEND Mra. Co. 
DAYTON, Ohio, Aug. i3th, ‘91.5 
We have no fault to find with the “ Prac- 
tical Farmer.” The advertisement run last 
spring was very satisfactorys When we do 
more work in farm journals you will hear 
from us. 
Yours truly, 
THE FARMERS’ Frrenp Mre. Co. 


OFrFice oF Frank W. PARKHURST, ?} 
Boston, Mass., Aug. 14, "91. § 
In looking over my check list of the results 
of different papers and periodicals which I 
have oceasion to use in advertising, 1 find 
that “The Practical Farmer” has paid 
as well as any upon the list, standing far 
ahead of the average. I wish there were 
more papers) like it. 
Very respectfull ‘ yours, 
F. W. PARKHURST. 


Orrice or G. H. Pounper, 
Fr. ATKINSON, Wis., Aug. 10, ‘91.4 
We keep a sharp lookout after advertise- 
ments, and credit all sales to papers where 
they belong, and on reference to my books I 
find the Practical Farmer is one of the best on 


ecstis Respectfull, 
ours, 
a H. Pounper. 


Orrice or J. T, Lovett & ? 
LitTLe SILVER, N. J., ist! 11, ‘91.5 
P all the mediums ae by here is but 
we value more highly for FB ad. than 
the Practical Farmer. 


Yours wut, © és 


OFFICE OF SHERMAN, TANGENBER: A Oo. ? 
Cuicago, IL, Aug. 12, 9 5 
Returns from our ad. in The \ 
Farmer have been very satisfactory to us. 
We consider it one of the best agricultural 
mediums for our line in the country, and 
shall shortly | bees | = — 
tfully 
HERMAN, ANOENBERG & Co. 


Orrice or C. P. Hirscn ? 
BERNE, Ind., Aug. 12, 91. 5 
My ad. in the Practical Farmer paid me 
~ A than any other paper I had the same 
ad. in. 
Yours truly, 
Cc. P, Hirscuy. 


OFFICE OF THE 
DENVER LAND AND WATER STORAGE Co. 
Denver, Col., i= is, 1891. § 
The results from our advertising in your 
paper were greater than from that in any 
other agricultural weekly. 
Yours very truly, 
W. E. ALEXANDER, Gen’l Mgr. 


OFFrice or H. 8. Harptson & Co. 
Carrpou, Me., Aug. 10, "91. 

We are sat iB iat Se OF ae pines’ & 
the Practical rmer was a paying invest- 
ment for us, and have no doubt but what 
if we had occupied more space, our returns 
would have been greater. 

H. 8. Harpison & Co. 


OFFICE OF PACKARD ORGAN at 
Fort Wayne, Ind., August 5, "91. 

Our advertisement in Practical Farmer 
has brought us many applications from va- 
rious States. We od it a good medium. 

Yours tru 
Fort WAYNE Onoan Co. 


OFFICE OF } 
PEOPLE’S SPICE AND BaKING PowDER | 
COMPANY, 37 PIKE STREET, 
CINCINNATI, Aug. 20, 1891. 
The returns have been the best for the 
money of any paper we have ever been in. 
Yours, etc., 
W. W. Tuomas. 





OrFice or W. 8. Powe. & 
BaLtTmore, Md., Aug. 10, i 1. f 
Itisa to us to sia Eins, ieee he 
ve 
difference in 


ng in a columns. 
The wv in tenet to po gted, ous De e class of 


its ers we hear are so intelligent 

ve, that we look upon it now as 
one of ms ~X, take 
tA”. a advertist 


ours tray, 
8. PowE. & Co. 


Remember, these reports are from last season’s advertisers, Our sub- 





scription list has since doubled, and still we have not advanced our rates. 
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Best Advertisers have to say: 


OrFice oF Wm Sta 
Quincy, Hl., ane. 5, "91, 5 


Your paper h ee me fully as well, if 
not better reeuts, fh obtained from 
the ave rs. From the 


—— a ral pape 
fact that I expect to place my advertisement 
in your paper the coming season should be 
proof enough —— | =e have confidence in your 
paper and its results. 

Respectfully yours, Ww. STaHsL. 


THE GREAT DIVIDE, ? 

Denver, Colorado, Aug. 20, 1891. § 
The Practical Farmer was perfectly satis 
factory, and the results from the same, com 
paring with other agricultural journals in 
which we inserted our adv., prompts us to 
say that the Practical Farmer stands at the 

top of the list. Yours truly 
THE GREAT DIVIDE POLISHING Co. 


OFFICES OF } 
CasH Buyers’ Union (Incorporated), | 
358 to 366 DEARBORN Sr., j 

CuHicago, Aug. 20, 1891. 


We keep an accurate record of all our ad 

vertising, and by referring to same are 

leased to note that the returns from the 

-ractical Farmer are 40 per cent better than 
the average. 

Weare of the opinion that the rates of agri 
cultural papers generally are too high in pro 
portion tot ir circulation. There are afew 
notable exceptions, and the Practical Farmer 
is one of these few oes we say more? 

Very wuly 
CasH OYERS’ Uston, 
F. A. MEIDINGER, Sec’y. 


OrFice oF Lewis Roescn, } 

Freponia, N. Y., August 17, "91. § 
Allow me to congratulate you upon your 
success in making the “ Practical Farmer” 
the excellent advertising medium it has be 
come. Some years ago I carried the Farmer 
on my list for two seasons, and dropped it 
again. Last winter I was again induced to 
give it another trial, with most satisfactory 
results, You will receive another order from 

me very soon. 
Yours truly, 
L. Rogscn. 


OFFICE OF SLAYMAKER & Son, 
Dover and Campen, Del., August 5, "91. 5 
We were very much pleased with the re- 
sults of our advt., and consider the Furmer 
one of the best of our adv. mediums ; 
expect to use it again when the adv. season 
comes, SLAYMAKER & Son. 


OFFICE OF 
GEORGIA-ALABAMA INVESTMENT & | 
DEVELOPMENT Co., 
Boston, Aug. 18, "91. 
The ink used in the Practical Farmer 
brought as good results as any paper of the 
same circulation reaching the same class 
of subscribers. We are satisfied. 
Yours wy truly, 
Jas. Hyatt, Treas. 


OrFice or Scott & Bowne, } 

New York, Aug. 18th, "91. § 
We have always considered your paper as 
one of the best mediums to reach the ayricul- 
tural districts and expect to continue our 

advertising with you. 

Very truly yours, 
boort & Bowne. 


OFFIC: 
Foster Buser © Cant ( 40., 
Cincinnati, O., Aug. 17th, "91. 5 

Our business relations with you for the 

past years have been so satisfactory that we 
h to mention it and compliment you on 
the good results. 

Our advertisements have been in good 
shape and well placed; and the service you 
have given us has _—— ‘the best. 

y truly yours, 
THE Fosten Bueey & Cart Co. 


OFFICE OF THE ORRVILLE MACHINE Co., } 
ORRVILLE, Ohio, August 17,91. § 
Our little ad. we had in your paper has 
done us more good than in any other paper 
we have advertised this year. 
fours very respectfully, 
Wo. M. Korres, Sup’t. 


Orrice or J. I. Case T. M. Co.,? 

Racine, Wis., August 18, 91. § 
We have always been partial to the Prac 
tical Farmer in reaching the better class of 
the A vy community. Our yearly ad. 
with the Farmer Co., we think, will bear us 

out inthis statement. 

Yours truly, 
J. I. Case T. M. Co. 


OFFICE OF AMERICAN MPa. Co., } 
WAYNeEsBoRO, Pa., August 17th, 91. § 
We are well pleased with the results of our 
ad.in The P. F. We sold an evaporator to a 
party almost within hearing of our whistle, 
who quoted ad. seen in P. > within a day 
after first issue of paper with our ad, 
AMERICAN Mra. Co. 


Remember, these reports are from last season’s advertisers. Our sub- 





scription list has since doubled, and still we have not advanced our rates. 








If necessary, we could fill four more pages of this issue of 
PRINTERS’ INK with letters of a similar character, 


PRINTERS’ INK, 


Is there another weekly in America, 
of any class, with one half the P. F.’s 
push and pluck that only asks 25 cents 





per line for a one-time order, or that 
would not have increased their adver- 





tising rates after more than doubling 


their circulation in less than one year ? 





linch 52 times costs only $136 50 

2 inches 52 times costs only 273 00 

3 inches 52 times costs only 409 50 

4 inches 52 times costs only 546 00 
With every 52-time contract we will give a written guarantee to prove BY POST- 
OFFICE RECEIPTS that the advertisement will appear in 1,500,000 papers; we expect 


to print 2,500,000, but cheerfully guarantee 1,500,000. Kindly figure this up, and in 
what first-class publication, bar none, can you secure such a guaranteed circulation, 





P. F. Advertising Atoms. 


Only one rate to all, and that the 
lowest. 

We would be pleased to have your 
order direct, or through any responsible 
agency ; either way it will receive our 
best attention. 

Our Midsummer Special, July 18th, 
carried over 6,000 lines of star adver- 
tising. 

One of our August issues carried so 
much business that a number of adver- 
tisements had to be omitted for want of 
room. If we do this in the dog-days, 
it is a sure thing we will be crowded 
next winter, 

The P. F. carries more half page and 
page ads. than all the other agricultural 
weeklies combined. 

Early orders solicited. 





Preferred position will cost you 25 
per cent extra. 

Fake ads, never pay in the P. F., 
and are not desired; but anything from 
a twine binder to a hand weeder, from 
a carriage to a wheelbarrow, from shoes 
to bonnets, from silks to calicoes, will 
produce astonishing results. 

A 50-line 20-time ad. of dress hooks 
and eyes has just been renewed for the 
third time, making 60 weeks without 
an omission. A 5,000-line contract 
with a dry goods house on expiration 
was immediately renewed for 5,000 
more. How is that for an agricultural 
weekly ? 

The P. F. readers are as intelligent 
a class as can be found anywhere ; 
NINETY PER CENT ARE MAIL 
ORDER BUYERS, 





Have you read the preceding five pages? 














Miscellanies, 





DAY. 


BURNING QUESTIONS OF THE 

Assistant: I see the Morning Nerve has an 
editorial called ** Did Patrick Henry Smoke ?” 

Editor—Well, you write one for our to-mor- 
row's edition, and call it, ** Would W ashington 
Have Made a Good Tennis Player?” We've 
got to keep our end up, somehow !—¥udge. 


‘* First impressions are not always 
correct,” said the printer, as he yanked a sec- 
tion of type out of the galley he proved. 
New York Morning Journad. 


“Tsawa a thing on the summer 

gi irl the other day,” said the horse editor. 
* What was it?’ 
‘A bathing suit.”’— 

Bitter.—‘‘It was a terrible disap- 
pointment for an advertising man, Poor Brace ! 
It seems as if his cup was overflowing with 
gall,”’ 

“* Yes, he always had plenty.” —Puck. 

First Editor—What’s your definition 
of news ? 

Second Editor—News is the sort of thing our 
rival across the way habitually doesn’t print.— 
»merville Fournal, 

Private Executions.—Great Editor: 
Send a man to that execution to-morrow, and 
tell him to keep it down to two columns. 

City Editor—No reporters are to be 
mitted. 

Great Editor—That’s so! Tell him to make 
t five columns.—New York Weekly. 


The tired newspaper man finds rest 
and quiet these hot days perusing the summer 
resort guides that float into the sanctum on the 
wings of the torrid breeze. He extracts about 
the same amount of confort from them as did 
the poor devil who ran out of coal one cold win- 
ter’s night painted his stove red and turned 
his imagination loose.—Wilkesbarre Record. 


Visitor—I understand that you want 
some painting done. 

Editor—Yes ; I wish a sign painted at the 
foot of the stairs. It is for poetsto read after 
I fire them out; and as they gene rally alight 
on n their heads you had better paint it like this: 


Wilkesbarre Record. 


ad- 





ee Truth. 
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Amateur Humorist— Good morn- 
ing. I have brought you several jokes for 
your consideration. 

Editor (after looking at MSS.)—My young 
friend, this is no joking matter.—/udge. 


Wooden—I tell you the Daily Key- 
hole is an enterprising paper. 

Bullfinch— What's it done now ? 

Wooden—Why, it’s got seventeen photo- 
graphs to-day of people that used to know 
neighbors of Almy’s grandmother.—Sosten 
Courter, 

Clothier—I’m going to distribute 
ten thousand sheets of blotting paper with my 
advertisement on “All Wool Trousers for 
$2.00"’ in big letters. Aint’ that a good idea? 

Printer—I don’t think it is. Folks might 
take the blotting paper for a sample of the 
goods.— Smith, Gray & Co's Monthly. 


Had them in Stock.—Would-be-Con- 
tributor (to editor): What do you pay for those 
little cards of regret you inclose with rejected 
contributions ? 

Editor—They cost us about three dollars a 
thousand. 

Would-be-Contributor—I'll let you have a 
thousand cheaper than that.—/’uck 


An inquiry has been sent to authori- 
ties throughout the country, including the 
Journal, to ascertain how the word *‘ adver- 
tisement”’ is pronounced by those who ought 
to know, with a view to publishing the result 
in a lite tary periodical. Without attempting 
to be dictatorial we unqualifiedly state “‘ ad- 
vertisement"’ is pronounced “ success"’ when 
properly placed.—/amestown (N.Y.) Journal, 


Journalistic Item.—A young man of 
ability but not of much means was talking 
about starting a new paper and was telling a 
friend about it. 

“You can borrow $50 and start a new pa- 
per,”’ said the friend, encouragingly. 

“You darned fool!” replied the would-be 
— ; “if I could borrow $50 what would 

want to start a paper for. I want to start a 
paper so I can borrow the $50." — 7exas Si/t- 
ings. 

Valuable Experience.—‘* Have you 
an opening on your staff, sir ?’’ asked a man as 
he entered an editor's office. 

“ What department would you like to work 
in?”’ 

** I think I could make a great success of the 

* Answers to Correspondents.’ 

“Have you ever conducted such a depart- 
ment ?”’ 

** No, sir.” 

“ Then on what do you base your belief that 
you could do that sort of work ? 

‘I have spent several months in answering 
the questions of a four-year-old boy.’ 

** | think you'll do.”"—AHarfer’s Bazar. 


Ye Enterprising Artists.—Artist : 
You print pictures of public men and events 
in your Sunday edition, I believe. 

Great Editor—Yes, indeed ; all we can get. 

Artist—I have here a number of pictures of 
Mr. Blaine at Bar Harbor. This one repre- 
sents him in an invalid's chair surrounded by 
doctors. In this one he is tottering along lean- 
ing heavily on his attendants, and in this— 

Great Editor—But, sir, we are in favor of 
Mr. Blaine for President. 

Artist—Oh! Well, here is another set rep- 
resenting him knocking down an ox with his 
fist, pulling up trees by the roots, and playin, 
jackstones with ten-ton rocks.—New Vor. 
Weekly. 
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A JOURNAL FOR ADVERTISERS. 


GEO. P. ROWELL & CO., Pusuisners. 
Office: No. 10 Spruce St., New York. 


Issued every Wednesday. Subscription Price : 
Two dollars a year in advance; single copies 
Five Cents. No back numbers. Wholesale 
price, Three Dollars a hundred. 

ADVERTISEMENTS, agate measure, 50 cents a 
line; $100 a page; one-half page, $50; one- 
fourth page, $25. Twenty-five per cent. addi- 
tional for special positions—when granted. First 
or Last Page, $200. Special Notices, Wants or 
For Sale, two lines or more, 50 cents a line. 
Advertisers are recommended to furnish new 
copy for every issue. Advertisements must 
be handed in one week before the day of pub- 
lication. 


JOHN IRVING ROMER, EDITOR. 


NEW YORK, SEPTEMBER 16, 1891. 











For the week ending September 9, 39: new 
names were added to the mailing list of Prixt- 
ers’ Ink. 


On another page is printed a com- 
munication from the proprietor of a 
daily my ny who wants a rate card 
prepared for advertising in his own 

tr. He evidently has something 
to sell that in his opinion costs nothing 
and is worth nothing; he is naturally 
at a loss, therefore, to know what 
to charge applicants who are foolish 
enough to wish to buy. 


WHEN PRINTERS’ INK was first es- 
tablished its advertising rates were $10 
a page. Later the price was advanced 
to $15 a page. Still later, in order to 
keep the advertising space within nar- 
row limits, the rate was placed at $25 
a page, and with the same object in 
view a little later $50 a page was the 
price fixed. In January last the price 
was advanced to $100 a page. 

For the ten days ending August 
26th, 679 mew names were added to 
the mailing list of Printers’ INK. 
The average issue for the year preced- 
ing August 26th had been 28,798 
copies weekly, For the six months 
last preceding August 26th the average 
edition had been 31,278 copies. The 
issue for September 2d, 1891, was 
36,750 copies. 

We will now receive orders for ad- 
vertisements at the present rate, to be 
inserted on any fixed date, either this 

or next year. The present rate is 
$100 a page, 50 cents a line. 

For inserting one page for the next 


twelve weeks the price will be $1,200. 
For inserting one page once a month 
for the next twelve months the price 
will be $1,200. 

For inserting a quarter page one 
time the price is $25. For in:erting a 
quarter page in the next twenty issues 
the price will be $500, or $1,300 for the 
next fifty-two issues. A quarter page 
can be inserted once a month for twelve 
months for $300, and the same can be 
inserted once a month for five years, if 
ordered now, for $1,500. 

Two lines cost $52 a year; eight 
lines cost $208 a year. 

It is the intention to restrict adver- 
tising pages to very small space, and 
whenever any tendency towards over- 
crowding shall appear the advertising 
rates will be advanced. 





WHAT is meant by judicious adver- 
tising is to tell the story you have to 
tell to the largest number of the right 
sort of people in the way best calcu- 
lated to produce the effect you desire 
to produce and at the smallest cost. 
First of all, it is necessary to secure a 
well-worded advertisement, effectively 
displayed—yet with many advertisers 
this is the last point considered. 





By the new method of rating news- 
paper circulations in the next issue of 
the American Newspaper Directory 
it would ai that in the absence of 
further information only 3,296 of the 
19,373 newspapers whose names ap- 
pear in the last issue of the Directory 
will be entitled to position in classes 
rated as issuing more than 2,250 copies 
regularly, and that of the 16,077 other 
papers 2,865 are entitled to be classed 
as issuing more than 100 copies regu- 
larly, 8,640 as issuing more than 400 
copies and 4,572 as issuing more than 
800 copies each issue. By the new 
plan the highest rating given is 75,000 
copies. 





THE New York Yournalist devotes 
its leading editorial of over a column 
in a recent issue to discussing the 
phenomenal success of PRINTERS’ INK, 
which it acknowledges to be ‘“‘ an in- 
teresting publication.”” Inasmuch as 
the Yournalist knows of some persons 
who receive more than one copy of the 
“little schoolmaster in the art of ad- 
vertising,” it thinks its circulation must 
be inflated. This is true, for there are 
cases of this kind: Mr. Artemas Ward, 
of Sapolio, insists upon having one 

















sent to his office and one to his house 
address ; Messrs. N. W. Ayer & Son 
cannot be contented with less than six 
copies ; the National Cash Register Co. 
pays for one to be sent each to its 
president, secretary, manager, adver- 
tising manager and printing office fore- 
man ; onthe day the Yournalist notice 
came out an order was received for 
eighteen copies to be sent to one ad- 
dress. It is hardly reasonable to sup- 
pose that any of these individuals does 
this with the idea of cornering our cir- 
culation. They find it very hard to 
get enough of a good thing, particularly 
when it is put up in such small and at- 
tractive packages. 


SoME of the large retailers have 
adopted a distinctive style of typogra- 
phy in connection with their advertise- 
ments in the daily papers, to which 
they adhere so persistently that even 
the lay reader comes to know by a 
glance at the sheet just which is Messrs. 
So-and-So’s announcement. ‘To these 
advertisers such distinction appears to 
have all the value of preferred posi- 
tion, and more, too, when the character 
of their advertisements is considered. 
They announce from day to day bar- 
gains in special lines of goods—one 
thing to-day, something wholly differ- 


ent to-morrow. Thrifty housewives 
get in the 
custom of look- 
ing through te rn 
the paper 


to see what is 
being offered 
on each partie- 
ular day, and 
the easier it is 
made for them 
to find the ad- 
vertisement of 
acertain store 
ihe greater 
the chances 
of ultimate 
dealing with to be had in gp 
that store. 
The result of ¥o™% Sats. 
the use of a 
distinctive 
style—where the subject itself is of 
interest—is to cause women to look 
for the advertisement as regularly as 
they do for the ‘“‘deaths” and the 
weather forecast. 

Among the retailers in New York 
the firm of Lord & Taylor is one of the 
most conspicuous users of a distinctive 


New 
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style. Messrs. Stern Brothers have 
lately followed suit, and the reproduc- 
tion in smaller size on this page of a 
well-constructed, well-displayed adver- 
tisement shows the scope of their ef- 
forts. Of course, in order to be able 
to put out this kind of advertisements 
one must be willing to go to a little 
extraexpense. The advertisement must 
be set in some first-class job office and 
sent to the paper in the form of an 
electrotype. Naturally this requires 
also a little extra time. In some large 
retail establishments the advertisements 
are gotten up with almost as much hurry 
as the news portion of a paper, the 
goods selected to be specially pushed 
being chosen with reference to certain 
conditions. But where it is possible to 
expend the extra time and money, it 
would seem that the improved results 
justify the outlay. 

It is no new or disputed idea that 
there is much room for improvement in 
the advertising done by the large re- 
tailers of our principal cities. New 
York, with the greatest number of pa- 
pers having big circulations and the 
center of the advertising business, is a 
fair sample of conditions which prevail 
in other large cities. A few of the re- 
tail houses which make newspaper ad- 
vertising a special branch of their busi- 
ness give the subject the careful atten- 


Brothers’ 


Paris Corset 
ina eer omere Geo a 


adding symmetry to the 


most PERFECT FITTING now sold. 


The 
Classique, 


enabling us to fit the most 
materiais: Coutille, 


Porris, 
as A ee ae 
and Granite Silk. 


West 23d’Street, N. Y. 


tion it deserves. The others handle it 
as they do any ordinary department 
where nothing more than mechanical 
skill is required. There is no question 
but that even this kind of advertising 
pays them well. It is only a question 
of whether it might not be made to pay 
them better, 
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THE REVIEWER. 


Of late more attractive novelties in 
the way of circulars have come to my 
notice than anything I have seen in 
the newspaper advertising line. I dis- 
like to believe either that more in- 
genuity is being applied in this direc- 
tion than in newspaper advertising or 
that the field offers a wider scope for 
originality. Perhaps the true explana- 
tion of the case is that the man who 
uses circulars realizes that he must 
make some extraordinary effort in order 
to escape the waste-basket, while the 
man who goes into the regular news- 
papers relies a little too much upon 
their prestige and fails to exercise his 
wits as much as he should. 


* * 
A card received from a Detroit house 
has four little wooden pegs, such as 
shoemakers use, stuck in one corner. 
Beneath is this legend: 
We still keep right on pegging 
With all our might and main, 
To make you fully realize 
That our goods wou/d be your gain, 
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J. Ambrose Butler,of the Buffalo Vews, 
I am indebted to a bright journalistic 
youngster called the C/ud, It is not, 
as might be inferred, a periodical de- 
voted to the interests of policemen, 
but endeavors to afford innocent amuse- 
ment to frequenters of clubs through- 
out the country. Its proprietors are 
Messrs. A, Frank Richardson and H. 
C. Brown, and their first issue does 
them much credit, 
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This whimsical lit- 
tle cut caught my eye 
the other day. While 
of no account from 
the standpoint of a 
large adyeitiser, I 
suspect that for the 
purposes of the sta- 
tioner who puts it out 
nothing could be devised that would 
prove more effective and would drive 
home with greater force the question 
that is the key to the whole advertise- 
ment, 





* 
* * 

The prophet of Sapolio, Mr. Artemas 
Ward, is at his desk again, looking 
several pounds heavier for his sojourn 
ibroad. He tells me that he spent 
most of his time in London and its 
suburbs, and although his was nomin- 
ally a pleasure trip, I venture to say 
that he is too much of a business man 
to have altogether overlooked ‘‘ the 
main chance”; so we may expect to 
see the advertisement of his little cake 
of scouring soap grow even brighter as 
the result of his transatlantic cogita- 
tions, 


* * 

I spoke some time ago about a clever 
advertisement of an educational insti- 
tution. A cheaply printed pamphlet 
reached me the other day which also 
advertises a school, but which looked 
as though it might emanate from some 
fake ‘‘ medical company.” I repro- 
duce the cover page by way of contrast : 


LOTS OF NOISE 





Batar—Hererouare Mereyouare ( heeprst end best woolte 
tterr vow ore’ Here vou are! 


wee 
Cheapest and beat husinews elucaticon te Mie Ae 


ter renemblance tr actual butiness an practiced in tix hank cownt 
house railroad office ABd merrengtile retantianments (hao duce 


The idea of talking about a ‘‘ Cheap 
John Education ” and comparing it with 











‘* Cheap John Clothing” strikes one as 
in singularly bad taste, and is not likely 
to inspire respect for the advertiser who 
uses such forms in addressing the pub- 
lic. People feel in regard to schools 
much as they do in regard to churches; 
they must have respect for them be- 
fore they can place in them. 
Such a drawing as is shown above re- 
duces the advertiser at once to the 
Bowery plane. 


+--+ 


CIRCULATION RATINGS 


Gorm or THE Mr. Kisco Recorper, | 
. Kisco, N. Y., Sept. 5, 1891. § 
Messrs. roe P. Rot well & as Co. : 

I notice by the sample copy of Printers’ 
Ink, which cccsliead the other day, that you 
are going to adopt a new plan of rating for 
newspapers in the next edition of the American 
Ne = paper Directory. 

7 expect to send you an affidavit of the 
c vestenen of the Recorder, and also, perhaps, 
send you a small advertisement, I may be priv- 
ileged to offer a suggestion, or may be to mildly 
criticise the proposed plan. In the key K will 
mean exceeding 400, J exceeding 800, and then 
you jump to H, exceeding 2,250. Now, that, 
in my opinion, is too big a jump. I think 
there are more papers in the United States be- 
tween 800 and 2,250 than there are of any other 
two classes put together, and these papers 
ought to have a distinctive letter, Of course, 
your plan to put the sworn figures of circ ula- 
tion with the key letter will have a good effect, 
but it is open to ‘the objection that it still leaves 
the /etter rating the same. 

Now, the Recorder has a circulation of a 
little over 1,400 copies a week, yet I would be 
rated J, same as a paper with only 800 copies, 
or a little over one-half. I would suggest this: 

Not exceeding 400 K 
Between 
“ 


gcoand 650... 

650 and 

goo and 1, 
1,200 and 1,500 
1,500 and 2,000 . 
2,000 and 2,300.... 





etc., etc. 

This would put me in the 1,500 list, where I 
think I properly belong. It would not be fair 
to class me in the 800 list, nor yet in the 1,000’s 
OT 1,200 8. 

My circulation is the result of a large invest- 
ment of capital in material, a great deal of en- 
ergy, and lots of hard work, I ought certainly 
to be credited with the full amount of circula- 
tion as a result. 

There are a number of papers in this county 
that have not got the circulations they claim, 
and they will not swear to them ; but I can and 
will swear to the circulation of the Recorder, 
and stand ready to prove it. Still, I don’t like 
to see all these other papers claiming what 
they dare not swear to, and thus, by contrast, 
belittling the actual circulation of a paper 
whose editor has the figures to back up an affi- 
davit. Yours truly, 

F. Dromcoo e. 

P. S.—As I shall take a copy of the 1892 
Directory, can you not put me on your list for 
the Printers’ Ink? 


The total number of publishers who 
claim to issue more than 2,250 copies 
regularly does not exceed 3,000. 

There are more than 10,000 publica- 
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tions that do not claim to issue so 
many as 800 copies regularly. 

It is probable that there are 6,000 
papers belonging in the class which 
will be rated J in the next issue of the 
American Newspaper Directory ; that 
is, that issue mere than Boo and less 
than 2,250 copies regularly. It is 
among the J class that most of the mis- 
representation about circulation is done. 

The plan which Mr. Dromgoole re- 
commends is precisely the one that is 
being abandoned, because, after years 
of experience, it has not been found to 
work well. 

It will do the Mt. Kisco Recorder 
no harm to be classed (where it be- 
longs) among the papers issuing more 
than 800 and (probably) less than 
2,250. But it will do it some good 
to have the Arabic figures (1,400) fol- 
low the classification (J) rating, thus: 
**J 1,400.” This rating can be secured 
by sending a statement of actual issues 
for three months. But how much bet- 
ter it would be for the Recorder to send 
a statement of actual issues for a full 
year, and thus secure a rating like this : 

‘J Z ,g21—actual average for year 
past.” With either of these ratings 
the publisher of the Recorder can proud- 
ly direct all interested persons to the 
fact that the Directory will guarantee 
the accuracy of the rating by a forfeit 
of $100 to any pressman, office boy or 
other person who is able to prove that 
it Is not a true rating. 

The small number of publishers 
(only one in nineteen) who have hereto- 
fore been willing to report their actual 
issues fura period of three months shows 
that who do tell, tell the truth. 
Those who would not tell the truth 
are somewhat deterred, perhaps, by an 
unwillingness to join the slowly grow- 
ing list of papers detected and exposed 
as circulation liars. In the four years 
that have passed since the reward was 
offered only two papers have been con- 
victed of imposing upon the Directory 
by an untruthful report. These two 
are the Waukegan (IIl.) Gazette and the 
Madison (Wis.) Shandinavisk Tribune. 
The Prospect (Ohio) Advance is now 
said to be likely to secure a position in 
the list. 

Mr. Dromgoole should bear in mind 
that the publishers of the Directory 

don’t care for his affidavit—his state- 
ment of actual issues, with dates and 
signatures, will be quiteenough. They 
are afraid of affidavits. They would, 
however, be very glad indeed to receive 


those 
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the promised advertisement, for with- 
out the advertising pages the book 
would be less than perfect. 

oe 


IS IT AGOOD ADVERTISEMENT? 


We have here reproduced a con- 
spicuous advertisement that is appear- 
ing in expensive positions in very high- 





CORES AND EFFecT. 


To ge rid of 


Feeling 


Which we call Pain, 
always use 


Perry Davis’ 
PAIN KILLER. 


Sold the world over. It Kills Pein 








priced papers. It is the advertisement 


of a successful house—one that has ,), 


made a fortune out of advertising. 

The questions which PRINTERS’ INK 
wishes to have considered are: Is this 
a good advertisement, or is it a poor 
one? If itis good, what are the quali- 
ties about it that make it good? If it 
is bad, what are the qualities to which 
exception is to be taken? 

Correspondence on this subject is so- 
licited for publication, 
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A DETAILED STATEMENT ENOUGH. 


A prominent newspaper business manager 
used these forcible words, in St. Paul, Minn., 
he speaking: of newspaper circulation : “An 

honest man’s word, concerning his circulation, 

equals his sworn affidavit. No oath can make 
truth of a lie.”"—Lima (O.) Times. 
“<1. —— 


FOR SALE, 
Advertisements under this head W cents a line 


INIATURE DYNAMOS for onan 
EMPIRE PUB. CO., 23 Reade o Be 


IR SALE—The house 112 Komi St., 
Brooklyn, ein es $4,000. Appl y+ to 
owner, G WELL, | 10 Spruce se” 


a woe Pee Press, six or seven 4 

umn, folio or quarto, because of consoli- 

dation. Also 30 rolls six-column quarto pa- 
per. BEACON Office, Akron, Ohio. 


R SALE—An old established, well 
equip Press Room. Twenty-four 
presses in good running order. Easy terms. 
Address “ W. I. W.,” care Printers’ Ink, N.Y. 


-E. IOWA WEEKLY, circulation 6", job 

e and news plant above the average; 

beautiful town ; rich dairy country ; no com- 

— $2,500 ; terms and information care 
InTeRS’ Ink, “IOWA 





F YOU WANT TO SELL your Newspaper 

or Job Office, a Press, or a Font of Type. 
tell the story in twenty-three words and sen 
it, with two dollars, to the office of PRINT- 
ERS’ INK. If you will sell cheap enough, a 
single insertion of the announcement will 
generally secure a customer. 


R SALE—Hoe type-revolving Web Press, 

four es, 7 cols., ye outfit, —_ 
class condition; just the press for Ic. pa 
with growing circulation. Owners inten to 
enlarge to 8 and will sell at price of 
ordin: e > an if applied for at once. 
BABCOCK MFG CO., New London, Conn. 


RARE PARGATE —For sale—$2,200 cash 

will bu rinti department 
connected w th cm iy TTERLY DAILY TRI- 
BUNE Plant, 220 Main street, Westerly, R. L. 
The man who makes this purchase oa * 
assured of a steady and increasing pa 
age. Plant includes a fine assortment be] Ope 
and materials, 3 job presses and a new $1 
Cottrell <a press. Call, inspect and be 
convinced that this is a great bargain. ing 
son for selling : the newspaper uires un- 
divided attention of proprietor. ANK H. 
CAMPBELL, Westerly, R. I. 





WANTS. 
Advertisements under this head W cents a line 


ANTED—Experienced Job and Adver- 
tising Solicitor; abstainer. Address, 
stating wages, Box 38, Renova, Pa. 
XPERIENCED MAN will represent 
Western PYMOROUGI in the East for Ten Dol. 
lars a week. ROUGH,” Printers’ Ink. 


‘shed, TO PURCHASE —A well.estal 
ish weekly hewspaper. 
dress, with Tain eg Box 7H, B Bidd. deford, Me 
ANTED—A CYLINDER PRESS, in first- 
class queee for newspaper and book 
rk. State size, price and particulars. 
POULTRY NEWS. Kennett Square, Pa. 
bby zy PUBLISHERS please send 
circulars and price-list oe your Direct- 
ories to U. ADDRESS CO., L. Box 1407, 
Bradford, McKean | Co., Pa. Pa. 
YANVASSERS wanted to secure subscrip- 
C tions for Printers’ Ink. Liberal terms 
allowed. Address Publishers of PRINTERS 
Ink, 10 Spruce St., New York. 
man to take 


NTED— —— y experienced 
4 of etvertians department of 


tw leading class journ State sa re- 
quired and references. “Ww. AW.” Pauxrans’ Inc 
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EXPERIENCED ADVERTISING S8SO- 
NciTon wanted by a national weekl 
magazine of estabiished reputation. Will 
pay both salary and commission to the right 
man. Call, between 9 and 10 A. M.,on A. 
LEUBUSCHER, 7 Clinton Place, N. Y. City. 


BE’ ERY ISSUE of PRINTERS’ INK is 


hewspaper men and printers, as well as by | free. 


advertisers. If you want to buy a paper or | 
to get a situation as editor, the thing to do 
is to announce your desire in a want adver- 
tisement. 
twenty-three words can be inserted for two 

dollars, As a rule, one insertion can be relied 
upon to do the business. 

Organs $35 up. 


BEATTY Dan’! F. Beatty, Wash’ton. 
WOOD ENGRAYN®. PnisPeis 
LETTERS socsun itis Sway, XX 





Catalogue FREE 
WN.J. 











religiously read by many thousand | that does appear as reac 
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Portraits—Made to order from 

Photos. Cheapest news; r cuts 

. made. Send for proofs. CENTRAL 
PRESS ASSOCIA "N, |, Columbus, oO. 

HIS PAPER does not insert any adver 
tisement as se matter. Everythin 
ing matter is inserted 

he Special Notices are the nearest to 


reading matter that can be bought. The Spe- 


| cial Notices are nearly as Se as read- 
i 


ne each 


BD 


Companies, Beards of Trade, 
Chambers of Commerce, Commercial Clubs, 
individuals, who desire to secure immigra 
tion, manufacturing, — or having land 
for sale and who may wish to advertise at a 
moderate cost, in a most profitable section, 
will do well to correspond with me. 


_B L. CRANS, 10 Spruce St.. New York. 


ing matter. The cost is 3) cents a 


Any story that can be told in| issue for two lines or more. 


L A 


HENEVER an advertiser does business | ‘PR ESSWORK. 


with our Advertising Agency to the | 
amount of $10, he will be allowed a discount 
sufficient to pay fora year’s ateorion to 
Printers’ INK. Address: GMO. P. ROWELL 
& Co., News paper = “eagenenen ute. No. 1¢ 


Dodd se Boston. | 
Send for Estimate, 
RELIABLE DEALING. 


Low Ey a 


vertising Agency, 
Washington Street, 














10 EVERY PERSON )N who will | rocure wrocure five 
cash oeeepions to PRINTERS’ INK, 

we will send the paper for one year gratis 
anda cloth- bound copy of our “ Book for Ad 
vertisers ;” for ten cash subscriptions, a copy 
of the American Newspaper Directory will | 
be given as an additional premium. Address 
GEO. P. —— LL & CO., Publishers, 10 Spruce 
St., New York 


PRESSWORK. | 


Large Runs Solicited. 

Facilities 300 Reams Daily. 
GIBB BROS. & MORAN, 
PRINTERS, 

45-51 Rose Street, New York. 


COMPOSITION—ELECTROTYPING—BINDING. 





Long or Short Runs Solicited, 
Presses Running Night & Day. 
Facilities 900 Reams Daily. 


SCOTT & MAY, 


Printers, 15 Spruce St., New York. 
Composition, Elec poweins. 
Binding, Mailin 





Results Are Surprising. 


Adopting our pugrertion. THE P. J. SORG 
CO. painted SPEA D tobacco through 
the northern half of Michigan, and watched 
the results. 

Increase in sales was so surprisingly in ex 
cess of all other sections that they at once 
contracted with us for painting the entire 
northwest. 

Our signs are not only well painted but are 
located where they’ll be seen. 

THE R. J. GUNNING CO., 
297 Dearborn St., Chicago. 





Lawyers Live Well and Have Money. 


The National Reporter System 


(St. Paul, Minn.) furnishes Lawyers 
Authorities, so musT be read. 
30,000 each week (magazines). (See 
Rowell’s Directory & preferred lists.) 
The largest Law Circulation in the world. 
Each copy in use 17 weeks (average) 


S. C. WILLIAMS, Mgr., 42 Tribune Bg., N. Y. 





Canada’s Crop 


of wheat will give Tuiseychree Millien Bushels of a Surplus for export, accord- 
ing to the latest o om, 


This should be ths , aon 
good and money will be plentifu 


Reach ev ce! 
with judgment and 





op pase your goods on the Canadian market, when times are 


lass of Canadians, and “ Cover Canada Completely from Coast to Coast” 
y, by advertising in 


‘Preferred Canadian Papers.’’ 
New York Office, 105 Times Building, 
ROY V. SOMERVILLE, Special Agent for U, S, Advertising. 
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Cis PAPERS, Trade Papers. Complete 
lists of all devoted to any of the may be | 
trades, —— societies, we, ma 

found’ in P. Rowell & Co's * Book ibe 
pr — AB which is sent jo > mail to a 
address on receipt of one dollar. Apply to 
GEO. P. ROWE & CO., Publishers, 10 
Spruce St., New York. 





Study Law 
At Home. 


Take a course in 
the Sprague Corre 
spondence School of 
Law. Send ten cents 
(stamps) for partic 
ulars to 
W. C, Sprague, L.L.B, 
312 Whitney Block, 

_Detroit. » Mich. _ 


Don’t 


place advertising. I don’t take com 
missions—simply propasge® he ad- 
vertisin matt Customers 
from Ma 72 = California— mostly 
large advertisers. SEND 10c. for my boo 
“Ideal Advertising m ‘full details. 
A. L. TEELE, Aovenrisina Sreciacisr, 
55 West 33rd St.,N. ¥.C ity. 
TIE PRICE of the Ame rican Newsp: aper r | 
Directory is Five Dollars, and the pur 
chase of the book carries with it a paid sub 
scription to Printers’ In for one year. 


Ad 
dress: GEO. P. ROWELL & CO., Publishers, 
No. 10 Spruce St., New York. 


WOMAN’S 
ILLUSTRATED WORLD. 


Published Weekly, at 
No. 10 W. 23d St., New York City. 


A LADY’S HOME JOURNAL. 


R. E. AVERY, Publisher. 
Subscription, $2.50 per Annum. 

The latest fashion designs, with full de- 
scriptions. The various departments, Liter- 
ature, Art, Home Decoration, Science, Prac- 
tical Hints in Housekeeping, etc., are full and 
complete, and edited by recognized authori- 
ties. 















































leading fi rms for our FREE. 
all,”’ which is put into hotels 
rite for an LC -- You don’t need e 
rience to make big money workin) for “the 
RANSOM EL EC TRIC GUEST CALL COM 
PANY, Minneapolis, Minnesota. 


| 00 0 Per Day our agents make 
king advertisements from 


} MERIC AN Newspape rs pr ‘nted in for 
| & eign languages. Complete lists of Ger 
man, Seandinavian, French. Spanish, or 
Portuguese newspapers in the United States, 
or all those printed in any language other 
than English, may be found in Geo. P. 
Rowell & Co’s “ Book for Advertisers,” which 
is sent by mail to any address for one dollar. 
AP, »ly to GEO. P. ROWELL & CO., Publishers, 
Spruce St., New York. 








OVERMAN WHEEL CO., MAKERS, 


CHICOPEE FALLS, MASS. 


BOSTON WASHINGTON. SAN FRANCISCO, 


A. G. SPALDING & BROS., Special Agents, 
Chicago, New York and Philadelphia, 


41,588,584 
Circulation 


In six months, July Ist to Dec. 31st, 1890, w 
given by our agency to the 34¢-inch adver- 
tisements of 





Scott’s Emulsion 
of Cod Liver Oil 


in pom Print country weeklies. 

lieve an investigation would satisfy 
many advertisers that they could use the 
Home Print weeklies to advantage. 


Our Catalogue » of tate canes-ot 


pers, Second 
Edition for 1891, will be sent t ~ 9 any adver 


tiser on applicet ation, and our method of work 
fully exp! 


Netson HESMAN & OF 





$7. LOUIS,MO. 


Pi 1 = Ol. t 
BN. W. BRANCH, Home losurance B’ldg, CHICAGU. 
RASTERN BRANCH, 


54 Beekman St., NEW YORE 














DOES 
IT 
PAY 


to spend hundreds of dollars for space 
in the newspapers and then handicap 
your chance of making the expendi- 
ture profitable by using a poor adver- 
tisement ? 

We prepare advertisements, furnish 
wood-cuts, illustrations, and photo- 
engravings where desired, and supply 
our customer with an electrotype of 
the entire advertisement at a charge 
which is reasonable for the work we do. 

Geo. P. Rowett & Co., New York. 





| 


PRINTERS 


Save your money by 
buying ink from a 
house that works on 
a one-price system, 
allowing no. dis- 
counts, except for 
cash. 

All their inks are 
guaranteed to be sat- 
isfactory, and if not 
found as represented, 
they may be returned. 
They want no poor 
goods on the market, 
as their reputation is 
too valuable. 


Specimen Book and Price List sent on ap 
plication. Address 


W. D. Wilson Printing Ink Go. | 


ited), 


140 William St., N. Y. 


Printers’ Ink is printed with WiLson’s Ink. 





PRINTERS’ 











INK. 





If you use a part of your 


Appropriation 
in placing an advertisement in 


MODES AND FABRICS 


This Fall, 


it will give you a front seat 
in your line of business. 


For an Effective 
statement put before the pub- 
lic in this medium will ensure 
you returns for carrying on the 


Gampaign. 
We can guarantee 
tion of over 


100,020 


copies per month. 
are ripe for business, 


Shots 


fired now are the things that 
tell. For rates, address 


a circula- 


The times 
and 


FABRICS PUB. CO 
New York 


MODES AND 
550 Pearl St., 


With the re-opening of the 
academies and colleges, it is just as 
well to remember that 


| THE NEW YORK LEDGER 


|is prominent in the minds of their 
| students, on account of its series of 


TWELVE ARTICLES 

| BY 

‘TWELVE COLLEGE PRESIDENTS, 
including Harvard, Princeton, Yale 
jand Columbia. The Ledger will 
soon run a series on the American 
| School at Athens. It furthermore 
makes a specialty of educational 
and school topics, and this fact is 
one of many making it a favorite 
among intelligent and industrious 
families, 


| 
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If i 

you wish 
to secure a full season’s business, do 
not miss the October issues of 


ALLEN’s Lists. 
The Crops 


are grand, and a generous harvest is 
assured; giving to the farmers and 
ple a handsome com. 
petency for their labor, and placing 
them in a position to spend money 
more freely. 


An opportunity 


exists this season that does not often 
present itself. Those who intelligently 
profit by it will make large sums of 
money. 


General Advertisers, 
whose is are desired, required, or 
intend for the thrifty rural masses, 
find ALLEN’S LISTS very profitable. 


The Verdict 


of advertisers always show steadily 
increasing results. 





Forms for October issues close Sept. 18th. 


ALLEN’S LISTS, 





PRINTERS’ INK. 


How 10 
SECURE 
ADVERTISING 
FOR YOUR 
SPECIAL EDITIONS. 


About this time of the year it is 
the practice of many enterprising 
newspapers to get out special edi- 
tions, for which they seek patronage 
from advertisers. 

The best, most effective and cheap- 
est way to call the attention of ad- 
vertisers to these special editions is 
to announce them in PRINTERS’ INK. 
To be most effective, the 
ment should be sent in not less 
than a month before the date of the 
special edition. 


GEO. P. ROWELL & CO., 


Publishers, 











Augusta, Maine. 





to Spruce Street, N. Y, 


PRINTERS’ INK. 


DOESN'T CLOG. 


THE LUCKEY ADVERTISING AGENCY, 
Exon, IIl., 6-3-'91. 
The Tadella Pen Co., 
St. Paul, Minn.: 
GENTLEMEN— 

For several years I have used litho- 
graphic pens for drawings of advertis- 
ing cuts, but after a few days’ use the 
ink seemed to clog them. 

Not long ago I bought some pens of 
a Stationer, and one of your pens hap- 
pened to be among them. I have 
used it for over two weeks, and photo- 
engraving ink will not clog it. I shall 
use them exclusively in the future. 

Yours truly, 
J. R. Luckey, M’g’r. 


Samples of 12 ‘styles, 10 cts. 


ATADELLA 


ALLOYED~-ZINK 
TRADE MARK 


TADELLA PEN CO., 
ST. PAUL, MINN. 


“Goodness! How She Grows!” 


23,368 


Copies of the August, 1891, 


FARM-POULTRY 


We were Compelled to Print. 
ADVERTISERS ARE YOU AWARE 


how many families, of the well-to- 
do, purchasing classes, 
living within ten miles 
of all large cities, in the 
suburbs of large towns, 
in villages (as well as 
live farmers) keep a few 
hens ? 


THEY ARE A 
BUYING PEOPLE. 


Advertise in 


Moral: Farm-Poultry. 


For Rates and Sample Copy address 
FARM-POULTRY, 22 Custom House St., 
BOSTON, MASS. 
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Sunday School Times, 
PHILADELPHIA. 
Presbyterian. 
otheten Observer. 
National Baptist. 
Christian Standard. 
Presbyterian Journal. 
Ref’d Church Messenger 
Episcopal Recorder. 
Christian Instructor. 
Christian Statesman. 
Christian Recorder. 
Lutheran. 
BALTIMORE. 
Baltimore Baptist. 
Episcopal Methodist. 
Presbyterian Observer. 














This 
Tells 
You 


Why these leading religious weekly papers 
have paid other advertisers : 
—They are read by prosperous families. 
—Their readers believe in them thoroughly. 
~They reach over 275,000 Families 
every week, 

They do not conflict in circulation, but 
cover different denominations, 

Through them an advertiser is received 
with the confidence that attaches to a 
trusted friend. 

6—They are read carefully in the quiet of the 
home circle, so that advertisements are 
sure to be seen and given attention. 

7—The cost to advertise is low and is arranged 
in a series of fixed discounts that gives 
to all advertisers equal service for the 
amount of their investment. 


You 
Tell 
Them 


If you have anything to sell which pros 
families would buy. 
Ask for information, 


rous 


We help you willingly. 
One 
Price 
Advertising 


Without Duplication 
: of Circulation 


HOME 15 BEST 
JOURNALS WEEKLIES 
Every Week 
Over 275,000 Copies 
Religious Presa 
Association 





Phila 
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A Third of A MILLION DOLLARS im Printing Presses 


TWO MORE $65,000 QUADRUPLES. 


The Philadelphia Item 


To have the Greatest Newspaper Plant in the World— 
Five (5) of R. Hoe & Co.’s Magnificent Printing 
Presses. Also the a and handsomest 
Business Stable in Philadelphia, to Ac- 
commodate Sixty (60) Horses and Sev- 
enty-five (75) Wagons. Allen B. 

Rorke now building it. 











Enormous growth of “ THE ITEM,” Daily, Sunday & Weekly 


OFFIcE oF “ THE ITEM,” PHILADELPHIA, August 5, 1891. 
R. Hoe & Co., 4 Grand St., New York: 

GENTLEMEN—We acknowledge with pleasure er kind letter aay 0 shi that one of the 
new a uadruple presses built to a ne a Caged for E ITEM J ae + 4 to ship to us, and that 
the ot Sadrapls is almost completed d will ane . ug 5. ‘We agree 
with you that with these TWO MA GNIPICENT MACHINES, 4 4 THREE now in use in 
the Main Office and Annex of THE ITEM, Philadelphia can boast of having the finest, 
fastest, and most complete Nig ta plant in the world. THE ITEM, io printing presses, as 
well as in all things partaiay to modern journalism, bas always endeavored to modestly 
take the lead, and its MA US GROWTH AND SUCCESS is merely the natural result 
of hard and Mend oa Ld.” intelligence, enterprise, and liberality. 

We must admit that without the assistance of the famous Hoe Guatsurie © E ITEM 
Presses, it would not have been possible to supply the enormous demand for THE ITE. 
whose circulation now averages 180,000 every day in the year. 

Recognizing the importance of the work done b: the Hoe Printing Press, we take great 
pleasure in sending youIN ADVANCE TEN THOUSAND DOLLARS ($10,000), on account of 
the New Quadruple ready to = to us,and expect to give you the formal order for ship- 
ment in a few days, as the foundations at THE [TEM Annex are almost completed. 

We are anxious to have both New Quadruples in complete running order for use at the 
ote fT ,ossible moment, as we are making extensive pre qa ts to —_ the circulation 

TEM beyond the 200,000 mark before the close of 

iithough we are now using over THIRTY WAGONS every day te a ‘system of distri- 

bate, we find that the aumier is not sufficient, and as we have reached the limit ¢ 





ity at our two stables, we have closed a contract with the great builder, ALLEN B. 
Re RKE, to immediately build “THE ITEM a stable on a property we have just _ ht from 
Mr. Shep pard Young, located on rl geo! street, above Fourth, extendin arriott 


street, a distance of about 230 feet by 64. This structure will accommodate SI Ty HORSES 
and SEVENTY-FIVE WAGONS, and will be a model stable in all respects, and the largest 
Business Stable in Philadelphia. 

We are determined to push the circulation of THE ITEM, when aided by additional 
press capacity and pester eee facilities, before the close of 1892, to a point close 
to 30,000 copies EVERY I IN THE YEAR 





ifs. 4 FITZGERALD & SONS. 
R. HOE & CO., GRAND, SHERIFF, BROOME AND COLUMBIA STS 

PRINTING PRESS, MACHINE, AND SAW OFFICE, 504 GRAND St., New York. 
MANUFACTURERS, MANSFIELD STREET, BOROUGH ROAD, LONDON. 


NEW YORK, August 6, 1891. 
Managers of ‘‘ THE ITEM.” 

GENTLEMEN—The ADVANCE PAYMENT OF TEN THOUSAND DOL- 
LARS ($10,000) on account of the new presses now ready for you, enclosed in 
your favor of yesterday was received this morning, and passed to your credit 
with thanks. 

Hoping soon to receive directions to ship the machines, and wishing tes 
every success, we remain, yours very truly, R. HOE &CO 

Messrs. FitzGerald & Sons 

‘The Philadelphia ‘Item,” Philadelphia, Pa. 





S. C. BECKWITH, voncien aoveatiome, 
509 THE ROOKERY, 48 TRIBUNE BUILDING, 
CHICAGO. NEW YORK. 
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Detroit! Pittsburgh! Cleveland! 


Are You Going into these 
Cities this Year? ... 


If you are, you have no doubt considered the different news- 
papers published in each place. 

After consideration, have you not decided to use either or 
all three of the following papers ? 


Detroit News. 
Pittsburgh Chronicle Telegraph. 
Cleveland Press. 


If you have not decided to use them there are many reasons why 
it might be well for you to reconsider the matter. 


In the first place the DETROIT NEWS has 45,000 
daily circulation, and it is the most popular paper in Michigan, 
As this is much higher than the claimed circulation of any other 
paper in. Detroit it shows at once one important point. However, 
this is but one of many reasons why you should look into the 
matter more deeply. 


The PITTSBURCH CHRONICLE TELECRAPH 
has a solid carrier circulation of 22,000 daily and its weekly 
has 28,000 subscribers. 

It is not often one finds such a good weekly with such a 
good daily. 

This paper passed its fiftieth anniversary some few months 
ago. It is the only paper in Western Pennsylvania that receives 
both the Associated and United Press reports. It is published 
from the finest newspaper building and plant inthe State. Asa 
perfect newspaper it takes the lead in Pittsburgh. It is con- 
sidered one of the substantial papers of the country. 


The CLEVELAND PRESS would be hard to flatter. 
It has had the entire afternoon field in Cleveland for years, and 
it has not neglected its opportunities. It is the oldest one-cent 
paper in the country west of Philadelphia. The Press recently 
enlarged to eight pages, and it would be impossible to find any 
one-cent paper in the United States its equal as a newspaper. 
The Press has 44,000 daily circulation. 

These are but a few reasons why you should fully consider 
these mediums. Can furnish many more, perhaps more con- 


vincing. 
Cc. J. BILLSON, 
86 and 87 Tribune Building, New York. 
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—_——— paTlOn =——__ 
——=_ prover aol —— 


HARD TO BELIEVE. 


On all sides advertisers tell us, we don’t doubt your circula- 
tion, because your evidence is unquestionable, but it is hard to 
believe that you can, in a little over three years, pile up for the 
SaTuRDAY Bvape the largest ‘‘ proved” paid circulation of any 
newspaper in the United States, and that you can take the Cui- 
caGO LEDGER, which plodded along for nineteen years with a 
circulation seldom greater than 25,000, and in less than a year 
prove over 100,000 weekly. Well, we can’t tell you how we did 
it, and sometimes we can hardly believe it ourselves, and feel 
like the Irishman arrested for horse stealing. When asked by 
the Judge, “Guilty or not guilty?” Pat replied, “How do I 
know, Judge, until I hear the ividence ?” Well, we prove our 
circulation, and our evidence is believed by all who advertise 
with us, because they feel and know the results. We don’t 
wonder at the advertiser who has never placed any business in 
the SarurpDAY BLApDE and CuHicaco LEDGER finding it “hard 
to believe.” 


MAIL ORDERS. 


No harder test can be applied to a paper than the “ mail 
order” advertisement, yet over % of our business is of that 
class, and as we cancel any contract at any time we would not 
have the same “mail order” advertising year after year if it 
didn’t pay them well, and they would not have stood five (5) 
raises in advertising rates in three (3) years if the returns and 
circulation had not been worth it. 


300,000 2. 


The combined circulation of the SATURDAY 
BLADE and CHICAGO LEDGER is over 300,000 
Copies weekly. Advertising Rates: Blade, $1.00 per 
line; Ledger, 50c. per line; Combined Order, $1.25. 
Circulation Proved. — 


Apply to any recognized Advertising Agency, or the Publisher, 


W. D. BOYCE, Chicago, Ill. 
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sal ‘ 
BG BIWTeder aM. Boston Mess 
UNITED STATES OFFICE OF 
THe PERUVIAN CATARRH CuRE Co. New York, May 10, 1890, 
Messrs. Potrer & Porrer, Puss. THe YANKEE BLADE: 

GrNTLEMEN—Below note returns from one insertion in your paper, also from ten others, 
Yours leads all; in fact, we consider it the {nest in America. We are sorry you did not 
give us a better position; perhaps we could attach more returns if you had. 

ANSWERS. SIZE OF AD. 

THE YANKEE BL ADE \ nomen 2490 63 lines. 

The Ladies’ World (New Yor 198) 68 = 

N. Y. Weekly World, 445 66 ; 

National Tribune (Washington, D. ¢ 27 2 

Ladies’ Home Journal (Philade pnts} a), 245 66 pad 

Agents’ Herald (Philadelphi«), 132 63 as 

Atlanta Constitution, 121 42 - 

roit Free Press, 4 42 ws 

Courier-Journal (Louisville . BO ry) 

Union Si 1 (Chicago), 17 23 

Witness (New York), 10 P+} “ 

If you desire a sworn statement, send an affidavit and we will swear to it. 
. 


Yours truly, 


THE PERUVIAN CATARRH CURE Co., 
J. T. Rosennemmer, Manager. 


[The above list comprises some of the very best advertising mediums in 
America, yet the number of replies received from THe YANKEE BLADE was 
nearly as great as were received from all the other ten papers. It is not 
claimed that THE YANKEE BLADE will always outstrip all others in the returns 
from any given advertisement, but its publishers do believe that THr YANKEI 
is one of the very best advertising mediums in America, and that such adver 
tisers as use it regularly will be well pleased with the results. ] 
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Not the Upper or Lower Crust 





But the MIDDLE OF THE PIE is what we are after, because it’s the 
best and there is the most of it. 





Now, in general business, it is not the veRY RICH or very poor who read or 
answer advertisements ; 


NOT THE FEW ABOVE OR THE FEW BELOW 





—BUT THE— 


| Great Mass of Mankind 


ON EARTH. 

The secret of the great success of COMFORT, the Magnetic Monthly, 
is that it is subscribed for, read and enjoyed by the great middle classes. Thus 
it is that 

IF YOU PUT IT IN «COPMFORT” IT PAYS! 


Circulation will reach 750,000 in the Fall, when rates will be advanced. 





Space at the Agencies or of THE GANNETT & MORSE CONCERN, Augusta, Maine 
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A One Inch 
Advertisement 


One Month 


In 260 Daily 
Newspapers 


having a monthly circulation of 


8,807,800 Copies 


| “3750™ 


And one month’s insertion of the same adver- 
tisement in the 235 WEEKLY EDITIONS 
of these dailies, having a monthly circulation of 


2,096,000 Copies 
WITHOUT EXTRA CHARGE. 


~9—_____» ice 

$3 per inch per month is our price per paper for 
any 50 or more dailies selected from the list—the 
weeklies being included free. 

They are generally the best papers in the towns 
where published, and the publisher's rate is fully 
three times our average price. 

It is the cheapest offer we have ever made. 


GEO. P. ROWELL & CO’S 


Newspaper Advertising Bureau, 
10 Spruce St., N. Y. 
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THE CLUB AS A_ FACTOR 
FINANCE. 


IN 


Along with the mother-in-law joke, 
the I’ll-be-a-sister-to-you joke, and the 
other venerable acquisitions of a dead 
and lony forgotten past stands the club 
joke. Time does not stale nor custom 
wither its infinite variety. Men may 
come and men may go, but the club 
joke goes on forever. If we cannot 
admire its sprightliness, let us at least 
respect its age, for the mind of man 
cannot conceive the era when the eye 
was not gladdened by the sight of a 
leering intoxicant declaiming somewhat 
incoherently that *‘ He has only been 
hic down to the hic club.” 

But the club of to-day, as it exists in 
its best sense, has become a mighty 
factor in the world of finance. The 
volume of business credited to the 
office, but which has its origin entirely 
in the club, is beyond belief to those 
unacquainted with this feature of club 
life. Important transactions requiring 
the utmost consideration cannot be dis- 
cussed in the rush and hurry incident 
to the ordinary business office. Inter- 
ruptions are the order of the day; all 
of the small details that go to make up 
a large business are constantly coming 
up, and the merchant who attempts 
to conduct an important negotiation 
under such circumstances soon learns 
by sad experience that it pays to take 
time to discuss it leisurely and ar- 
rive at a conclusion only when the 
subject has been thoroughly inves- 
tigated. 

The woman who understands her 
husband is the warmest ally of the club 
to-day. To her the acquaintance which 
her husband gains by his membership 
is one she knows could not be gained 
by years of patient labor in the ordi- 
nary channel ; and she also knows that 
without acquaintances the modern bus- 
iness man would be at a great disad- 
vantage. 

To a young man starting out, the 
standing a good club gives him is of 
the utmost importance. In the Board 
of Governors are men who have made 
their mark in the world, and who are 
in a position to help young men who 
are willing to help themselves. Kiss- 
ing is not the only thing that goes by 
favor, for business is very much the 
same, and the young man who is anx- 
ious to get on does not underestimate 
the importance nor the prestige gained 
by a good club acquaintance. 
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In its social aspects the influence of 
the club cannot but help to make man- 
lier men, nor to teach tem the value 
of those trifling incidents that go to 
make intercourse with those about them 
a matter of enjoyment. We live in an 
age of deportment, and the young man 
who acquires that quiet self-possession, 
who realizes the importance of polite- 
ness in every-day life, has done much 
to equip himself for the position which 
his abilities and his opportunities afford 
him.— The Club for September. 

About a month or six weeks since I 
received a very attractively printed 
sheet announcing the starting of a new 
monthly periodical to be called the 
Club, I put it aside with a number of 
similar announcements, for as no names 
of backers, editors or publishers were 
given, the project seemed a trifle hazy. 
It would be a moderate estimate to 
state that 365 publications are ‘‘an- 
nounced” every year which never get 
beyond the announcement. Now that 
I have seen the first issue and know 
more about its backing I can speak 
with some certainty about it. The 
Club is to be a monthly, issued in the 
highest style of printers’ and engrav- 
ers’ art, and devoted, as its name im- 
plies, to club life for men and women. 
Its proprietors are A. Frank Richard- 
son, the well known all-round newspa- 
per man, and H. Collins Brown, the 
proprietor of that successful and bril- 
liant monthly, Art in Advertising. 
With the mention of these two names 
all doubts as to the success of the pub- 
lication vanish. I reprint the leading 
editorial of the first issue, which strikes 
the keynote of the paper’s policy. I 
take off my hat to my handsome young 
friend and invite it to a front seat, 
right down near the orchestra, where 
it can have a good view of the stage.— 
Allan Forman, in the Fournalist, Sep- 
tember 5th. 

pitt 

A new publication, known as the C/u/, 
established.— Fohn A. Cockerill, in Sunda 
Advertiser, September Oth. 


“THE CLUB”"—A NEW PERIODICAL. 


Club men—and women, too—will welcome 
the appearance of the C/ué, the new journal 
which is to chronicle their doings. It is 
brimful of humor and gossip, and its first issue 
—that of September—is a marvel of beauty, 
being printed on the finest paper. _ Its illus- 
trations—which surpass even those of the best 
of our m ines—are triumphs of art. The 
Club Publishing Company are the publishers, 
—Morrill Goddard, in the Sunday World, 
September Oth, 











